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LEANER ORES MEAN MORE ORDERS 
FOR MORE MANUFACTURERS 


TEN gr AGO 


| ie 88 tons ore=| ton mee) 


ng ust il cl dustry 
ibout your | | s in ENGINEERING AND 
MINING JOURNAL. th leading publication in 
his field. In 1949, E&MJ carried almost three 


ENGINEERING AND 
MINING JOURNAL 





AGAIN 19,000 
EXCLUSIVE TESTIMONIALS 


Every paid subscription for Thomas 
Register is an Exclusive Testimonial 


not enjoyed by any other Guide! 


Obviously those who pay the substantial price for 
T. R. are not satisfied with the free distribution 
guides ... Therefore you can not effectively reach 
the T. R. Clientele thru any other guide ... And the 
T. R. Clientele reaches over 60% of the total 


Industrial Purchasing Power of the United States. 


E500 TF. Sdwertises 
Cut De Wrong” 


HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESENTING 


60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. 5S. 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY 


96% ABC Paid Circulation 


- THOMAS REGISTER 


461 EIGHTH AVENUE © NEW YORK 1, WN. Y. 
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HOW IT WORKS” 
in the Field of AP& 42 


CASE HISTORY: A Leading Manufacturer 
of Soaps and Cosmetics 


In this plant the Chief Engineer is in charge of ALL heating, piping and air condition 
ing. He is the KEY man who must be sold, if your product is to have acceptance. He 
is a paid subscriber to HP&AC. (Mame of both company and engineer upon request.) 


~~ 


REQUIRED EQUIPMENT HOW HANDLED 











Piping, volves ond fittings need frequent Mointenonce jobs handied by company employees 
under direction of Chief Engineer. Required products 


M A j N TE N A N Cc E repeir and replacement dve to severity of 
service. Nine steam fitters continually on ond moteriols purchased by company as specified 
by Chief Engineer 


compony poy roll 





CHANGE r 
5° An average of $50,000 spent annually for Handied in same manner as mointenonce 


ALTERATIONS new equipment 





Engineering Dept. prepores specs. instollations 
Additions ond expansions to present heat {about 80%) made b compos emolevess. or b& 
EXPANSIONS ing, piping end air conditioning systems isis y poy age: ’ 
contractors (about 20%). All equipment purchases 
constantly under way 
subject to Chief Engineer's approval 


In practically every industrial plant throughout the 

















main advertising effort belongs. HP&AC gives 
country where heating, piping and/or air condi- you coverage “across the board”... coverage of 
tioning are essential services — the man responsible every important buying factor in the industrial 
for these services reads HP&RAC and large building heating, piping and air con- 


Yes, HP&AC goes into almost every plant doing ditioning field. 


its own heating, piping and air conditioning work 
On the other hand, if the plant lets such work to 
contractors, you also reach the contractors through 
HP&AC 

And on new construction, where consulting engi- 
neers specify the required heating, piping and air 
conditioning equipment, your advertising in 


HP&AC will reach them as well 


YOU GET COVERAGE “ACROSS THE BOARD" 


If you have any product to sell in this large and 


active market, certainly in HP&AC is where your 
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THIS BATTERY 


Ww was the established leader 
in its field 


*® had been known, accepted 
and trusted for 50 years 


® always had skillful, consis- 
tent advertising (Electric Stor- 
age Battery Co. ran its first ad 
in Electrical World in the issue 
of January 6, 1900, and has been 


there regularly, ever since.) 


THIS NEW BATTERY 


* involved important im- 


provements in design and con- 


struction 


* had to make the above bat- 
tery obsolete and take its place 
in the market (quickly). 


No. 22 in o series 
of Electrical World reports 
on successful industrial advertising 
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ie come FAST. 


Advertising brought speed when it counted most 


Fo. 60 years the sales department of Electric Stor 
age Battery Co put its ingenuity behind Exide bat- 
teries They pushed k xide to a top position im sales, 


and held it 


Then Electric Storage engineers perfected the 
Exide-Manchex Battery 


numerous important improv ements 


This new battery involved 
in design and 


construction which made the old Exide obsolete 


THE PROBLEM: The company’s sales executives were 
afraid the old battery's solid, successful position in 
the market would make hard-rock sales resistance for 


the new battery 


Nevertheless, the Exide-Manchex had to replace 
the old battery in the market — had to make it obso- 


lete and take a leading sales position quickly 


relied 


THE SOLUTION: Electric Storage Battery Co 
heavily on useful, fact-filled advertising in the strong- 
est business papers serving its biggest markets. It 


gave a large part of the job to Electrical World 


There were no tricks. The copy gave straight facts 
about the new battery’s construction and made per- 


G00D 
ADVERTISING 
PAYS 

IN 
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fectly clear why it would outperform the old battery. 


Reprints of the opening advertisement were mailed 
to 9,000 prospects, with a return postcard enclosure. 
Catalogs and selling material were sent to all branch 
offices—all timed to team up into one strong program. 
RESULTS: /n the first year (a year of general decline in 
storage battery sales) the new Exide-Manchex set a 
les mark than the old battery had attained 


higher sai 


the previous year. The company’s sales executives say 
that advertising speeded the way to market by at 
least six months — and they were six crucial months 
when market position could have been lost. 
Exide-Manchex story, but perhaps 
there’s a postscript: As it turned out, the 60-year 
advertising build-up for the old battery speeded-up 
sales for the new one. The name of Exide was known, 


accepted, relied upon. Exide’s position in the minds 


That's the 


of its customers and prospects (a position main- 
tained and strengthened by years of useful advertis- 
ing) was the hardest-working salesman in putting 


over a brand new product. 


Lhe Industey's Spokesman and Reporter for 76 Years 


Electrical World 


McGRAW-HILL BUILDING 





it's THE DOMESTIC 
DEALER wuo 


PLUMBING 

HEATING 

AIR CONDITIONING 
WATER SUPPLY SYSTEMS 
REFRIGERATION 

OIL BURNERS 
ELECTRICAL APPLIANCES 
GAS APPLIANCES 
INSULATION 

STOKERS 

KITCHEN CABINETS 
WATER HEATERS 

WATER SOFTENERS 
LAUNDRY EQUIPMENT 
CONTROLS 














13 AWARDS FOR 
EDITORIAL ACHIEVEMENT 


In competition with hundreds of busines: 
papers DOMESTIC ENGINEERING continues 
each year te win these high awards for Editorial 

Thirteen times in tl past eleven 
ve * thew eted honors have be ren bestowed 
in DOMESTIC. ENGINEERING. The plaques 
above represent the two awards received in 1950 


DOMESTIC 
RENEE 


EFFECTIVE 2-WAY COVERAGE OF THE PLUMB- 
ING, HEATING AND AIR CONDITIONING FIELD 

Together DOMESTIC ENGINEERING and DOMES. 
TIC ENGINEERING CATALOG DIRECTORY con 
stitute the backbone of every well conceived promo- 
tional program in the Domestic Engineering field 
Together they offer you your most practical, most 
economical and most effective approach to this tre- 
mendous market. Together they afford you the only 
effective two-way coverage of the important buying 
snd «specifying factors that make up this field 
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SETS THE PACE! 


If you are a manufacturer of 
plumbing, heating, air condi 
tioning and allied products or 
appliances you can depend upon 
the Domestic Engineering Deal. 
er for your representation and 
distribution. He is a leader in 
his community, is merchandis 


ing-sninded, maintains show 


man who establishes trends and 
is closely followed by his near 


by competing dealers. 


This is the man that DOMES. 
TiC ENGINEERING is specifi 
cally designed and dedicated to 
serve. The prime function of 
this publication is to provide 


the type of editorial service he 


programs by which the entire 
industry has benefited year after 
year is demonstrated in the con- 
fidence which DOMESTIC EN 
GINEERING has constantly in- 
spired in the mind of the 
Domestic Engineering Dealer. 
He recognizes this as his own 


publication, created for him, 


rooms and keeps in close con 

requires most 
tact with his prospective cus 
tomers. He depends upon 
DOMESTIC ENGINEERING 
for his ideas and assistance to 
held his position of leadership 


Research proves that he is the 


secure satisfactorily elsewhere 


ductive efforts to hold the 


leadership in his community 


edited for him and devoted to 
and cannot : 
the furtherance of his own par- 


ticular interests. That is why, 


in his ceaseless and pro- 


when your product story ap 
pears iv the advertising pages of 


DOMESTIC ENGINEERING, 


The soundness of its editorial its acceptance is assured, 





HOW DOMESTIC ENGINEERING CAM HELP YOU... 


The numerous facilities of the DOMESTI( 
ENGINEERING organization are at the disposal 
of every manufacturer who uses advertising space 
in either DOMESTIC ENGINEERING or DOMES- 
TIC ENGINEERING CATALOG DIRECTORY 
We are prepared to assist you in virtually all 
phases of your marketing problems. These include 
Catalog Preparation and Reprinting, Manufacturers’ 


Representative Service, Marketing and Research 
assistance, List Rental and Mailing Services and 
many other functions that are equally vital to com- 
plete and effective product merchandising. If you 
are not entirely familiar with these publications or 
these essential services, Consult Your Advertis- 
ing Agency or write direct for detailed infor- 
mation 








1801 PRAIRIE AVENUE, CHICAGO 16 Srntcfezeec 
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Demestic Engineering * Domestic Engineering Catalog Directory 


Institutions C atelog Directory 





BUYING 


* 

They ARE BUYING 
.., the well 
ADVERTISED 

PRODUCTS 


ana 


leniaiel 


THE OLSEN PUBLISHING CO. 


O« 





Letters 


With 15°. Commission, Agencies 
Needn't Advertise: MacKenzie 


To Tue Eprror: In your editorial in 
the June issue, you ask, “Why don’t ad 
vertising agencies advertise?" Surely 
your question can't be serious, can it? 
Advertising agencies don't have to ad- 
vertise. “Their business is different.” 

Here's why it is different. Instead of 
having to go out and sell the merit of 
their product as all pe ople have to do, 
advertising agencies only have to sit 
back and let publishers, like yourself, 
hammer their advertisers on the head to 
get 15% commission. That is one very 
sound reason why agencies don't have 
to advertise. They really don't have to, 
und | am serious when I say this 

De you know of any place in the 
American industry today where a com 
pany acts in a consulting capacity and 
arbitrarily gets 15°), the way the agen 
cies do? I don't either! 

As I wrote to Hal Burnett [former 
editor of IM| a long time ago, agencies 
would do a lot better for themselves if 
they all voluntarily said, “Let's stop 
this silly 15 


sell our services like all other business 


nonsense and go out and 
men have to At least they would put 
ton an honest basis, which it certainly 
«n't on now! If they did this they would 
probably get more business and make 
more money and be more respected 

Why don't agencies adver 
The publish 


s subsidize them and practically force 


tise?” They don't have to! 


uivertisers to use their services. If they 


lon t use agency service, advertisers 
ome out on the short end of a two-price 
ystem. How about starting a movement 
to abolish the 15 system’ You pub 
lishers would make a lot more money 
because then agencies would have to ad 
vertise.—-E. J. MacKenzie, advertising 
manager, Simplex Wire & Cable Co 


Cambridge, Mas« 


Modest *"Man-of-Year’ Accepts 
Award for Company, Agency 


To Tue Eorror: I want to thank vou 
personally for this attractive scroll and 
express my appreciation to the Copy 
(Chasers for this award to Goodvear | The 
award referred to is InpusTRian Mar 

erine’s “Industrial Advertising Man-of 
the-Year” Award for 1949, presented to 
lohn K. Hough. director of advertising 
at Goodyear.—Ed 

It ‘ omewhat embarrassing to me 


pent of this award, in view 


of the fact that the advertising which was 
honored was prepared entirely by others. 
For that reason, if the award were to be 
made to the company running the adver- 
tising, then this award should have been 
made to Goodyear rather than to me as 
an individual. Otherwise, it is somewhat 
like setting forth a good backfield player 
on a football team as the whole works, 
whereas we all know that in every con 
test of this nature, it requires team work 
to enable the star to stand out. 

In our case, we rely very heavily on the 
sales engineers in our field organization 
to kee p us supplied with interesting case 
histories which enable us to give the 
agency the proper factual and technical 
information that is necessary for them to 
have to prepare this advertising 

Of course, in addition to the material, 
for which our field men are constantly 
looking—and which they supply us for 
use by the agency, we must also give 
great credit to the agency which does 
prepare this advertising—the Kudner 
Agency, New York and Detroit—and the 
men in the agency who are constantly 
working closely with us and with our 
sales and development departments 
fk ] CiWENS Kudner vier president who 
his serviced our account for almost 30 
vears, and Suarvo Dene who has super 
vised copy for more than 15 years 

Therefore, anything good that can be 
said about Goodyear industrial adver 
tising is also a pat on the back for the 
agency 

So, as a spokesman tor Goodyear, our 
field engineers and our development 
men —and for our agency—I ace ept the 
scroll with pleasure and with pride 
Joun K. Hoven, director of advertising, 
Coodvear Tire & Rubber Co. Akron 


In Publishing . .. in All Business 


Keep an Eagle Eye on Details 


lo Tue Eprror: The man at the top 
in anv business or profession, if he has 
earned his place, reached it through 
knowing more about its detai/s than any 
ome ¢ Ise 

The fellow who is too big for the little 


job will alwave be too little for the big 


I was at lunch the other day with a 
magazine publisher whose book is a 
living reflection of that “capacity for 
taking infinite pains” and he was telling 
me how they made up the advertising 
yages in the back of the book, where they 
9 


(Continued on page 
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MEET YOUR 


@ He's your “super-salesman.”’ He contacts 
62,000 construction men every month. He 
brings your prospects to the door of your Dealer. 
He tells buyers where to buy . .. and helps your 
Dealer close the sale. That “super-salesman”’ is 


your ACP Regional Construction publication. 


No other single publication or group of publica 
tions covers the construction industry as com- 
as effectively . . . on a local selling 
. as does the A.C.P. group. Only these 


twelve time-tested publications offer you maxi 


pletely 


level 


mum market coverage. And only in Regionals 


can you identify your Dealer month after month. 








This modern “middle-man” commands top 
readership . . . because A.C.P. Regionals ‘‘Sell 
Like Your Salesmen Sell” . . . by talking local 
bids, Joca/ awards, local job methods, /Jocal 
people and your Dealer. 


This ‘‘super-salesman’s"’ salary is amazingly low 
— and flexible. You can buy any or all A.C.P. 
Regionals to fit geographic markets or seasons 
or blanket the nationwide construction 
market. 
There’s @ book that tells the complete A.C.P. story 
— full of market, circulation, and rate facts. It’s 
entitled, “The Sales Power of A.C.P.”. . . and it’s 
yours for the asking! 


62,000 CONSTRUCTION MEN “Meet” your DEALERS ViA ACP RECIONALS 


kee 
oe, 
"oF am ~ 


ASSOCIATED CONSTRUCTION PUBLICATIONS 


% G.L. ANDERSON, Sec'y.,, 1022 Lumber Exchange Bidg., Minneapolis 1, Mina. 
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Dealers 


92% of the KEY warm air heating and 
residential air conditioning dealers are 
paid subscribers to AMERICAN ARTISAN; 
64%, subscribe to the ARTISAN exclusively 
28% subscribe to the ARTISAN and one 
other field paper; 8% read another trade 


publication or no paper in our field 


Among Top-Volume Outfits * 


Here is your answer as to which paper does the best job of reaching KEY 


men and KEY organizations in the warm air heating-sheet metal market. 


Information graphed above is a part of AMERICAN ARTISAN’s 
latest research figures covering 34 cities — typical market areas. 

In each city every KEY dealer, every KEY contractor, and all whole- 
salers were personally interviewed. Results are accurate, and with 


confidence may be projected nation-wide. 


Nearly 80% more advertisers use this NUMBER ONE book. They 
KNOW that in the ARTISAN they reach the field’s greatest concentra- 


tion of buying power. 


in Paid Circulation ... in Editorial 
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13% 


SUBSCRIBE T 
ANOTHER PAPER OF 


NONE AT ALL 


87% of the KEY sheet metal contractors 
are paid subscribers to AMERICAN 
ARTISAN; 45% subscribe to the ARTISAN 
exclusively; 42% subscribe to the ARTISAN 
and one other field paper; 13% read 


another trade publication or no paper 


Wholesalers 


85% of the warm air heating-sheet metal 
wholesalers are paid subscribers to 
AMERICAN ARTISAN; 70% subscribe to the 
ARTISAN exclusively; 15% subscribe to the 
ARTISAN and one other field paper; 15% 


read another trade publication or no trade 


in our field. poper in our field. 


for the ARTISAN 


REENEY PUBLISHING COMPANY, * %. *icHican, curcaco 2 
Air Conditioning Headquarters 


* In each city surveyed, it wos 
first determined which deal- 
ers and which contractors 
handled the bulk of al! avail- 
able business (80% or more). 
These are the valuable sales 
contacts for any manufacturer 
to have, and the ones with 
which this ARTISAN research is 
concerned. We term them KEY 


men and KEY organizations. 


Service to Readers .. 
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Continued from page 8 


have a raft of quarter pages and smaller 
ads. 

In most magazines these pages are 
pretty dizzy and badly cluttered up. In 
this one you are impressed that they are 

' s ‘ beautifully balanced. 

tates They didn’t get that way by accident 
He “We pin up all the spreads on a big 
board in my office,” he told me. “Then 
4 we shift the ads around until we get the 
fe] e ad er = § p> best possible balance on the facing pages 
and the fewest possible clashes or con- 

flicts. We spend hours on that job.” 

There’s genius for you. There's your 
“infinite capacity for taking trouble first 
of all.” 

The publishing business is a business 
of minutia. It’s the little things that 
count. Indeed we have seen plenty of 


—- 
-_—— 


cases where over a period of time the 
publication underwent so great a trans 
formation that the earlier and the later 
issues had no resemblence to one 
another. Yet no one can tell you step by 
step just what was done to bring this 


Can 
A we ere 


about 


ren aro 


There are a lot of publications—and 
other businesses as well—that haven't a 
thing wrong with them but are still 
languishing for lack of the genius to see 
that every little thing is as right as it 
ought to be.—R. O. Eastman, Eastman 
Research Organization, New York 


Who Neglects Sales Inquiries? 
Not This Sales Promotion Man 
To Tue Eorror: In reading the June 
issue of InpustRiAL Marketine, | was 
more than pleased to note your timely 
editorial entitled “Why Neglect Sales 
Inquiries.” This excellent editorial had, 
n my humble opinion, much food for 
thought for all national advertisers 
| | | )] I< RI A] | ire ted and written by prac Ly whose advertising contains a coupon 
’ ! We p 0 ‘ z this editori e 
tical coal operating men- ? CIRCULATION plan on making this editorial th 


: , i subject of a bulletin to all of our dis 
14,16/ men responsible for coal production trict men as it certainly drives home the 
3 PI NI IRA | IC YN 6] 4 of total circulation " point of the value of sales Inquires 
directed to executives superintende nts and eng! ‘ Congratulations on a splendid edi 
neers in the 2.354 mayor mines—4. AUDI 

vertising sales promotion department, 
ENCE: Independent CPA studies show pret White Products Corp., Middleville, Mich 
erence for Mechanization—5. ADVERTISING : 


Increase registered every year of publication 


torial page.—Vincent J. ANDERSON, ad 


Busey, O'Brien New V.P.'s at GE; 
Pritchard New President, GE Supply 
John I Busey president, General 


If you have a story to tell the coal industry — Electric Supply Corp., has heen elected 
vice-president in charge of marketing 


< xcept 1946 


tell it through Mechanization Magazine 
: policy of Gene ral Electric Co » an henec- 


tadv 
He will be succeeded at his former po 
M if ¢ H A | I Z A T I oO N x | N e : sition by Charles R. Pritchard, manager 
‘ ‘ f 1 marketing, GE appliance and mer 
MUNSEY BLDG WASHINGTON OD chandise department. William V. 
NEW YORK CHICAGO PITTSBURGH O'Brien, former general sales manager, 
apparatus department, has been named 
a commercial vice-president and assist 
unt manager of marketing policy of GE 
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This is what you buy in PIT AND QUARRY —- 


Gd 
HAT PROMO S 
EREST 


N+ READER INT 






PIT AND ; 
QUARRY Firat in the Field... 


5 
38 S. Clark St., Chicago 5 


3.0/9 major plants 


‘vee 90 WORKERS) 


4361945 employees 





What does it take to sell 


a market as big as this? 


On just a simple basis of sheer size alone, it takes a lot to sell to Metalworking 

a giant industry of over 9,000 plants with more than 50 workers each... 
well over 4,000,000 total employees 

It takes a lot of sound and concentrated selling... and the best investment 
of your advertising dollars you can make. And even with the largest circu- 
lation among all metalworking magazines, we long ago found that we could 
serve you best by concentrating our 28,000 all-paid circulation among metal- 
working production executives 

We do this to give you advertising values over and above so-called “unit 
coverage” of your metalworking market (which can, please remember, mean 
just one copy of a magazine per plant). And one of the most important values 
our big and concentrated circulation gives you is penetration ...the ability to 
take your advertising to the many production executives who control pur- 
chases in Metalworking’s larger plants 

(Large plants? 751 of Metalworking’s plants employ over 1,000 workers each!) 

And it seems to us that this approach to selling to America’s biggest industry 
pays off for us...and for you 

It pays off for us in the endorsement of over 28,000 paid subscribers, and 
more than 600 advertisers who invest more advertising dollars in American 
Machinist than are entrusted to any other metalworking magazine in the 
world 

And it pays off for you by making it possible for you both to cover and 
penetrate Metalworking’s most important buying group more completely and 
effectively, and at a lower cost, than you can do so in any other magazine 

It takes a lot to sell to Metalworking and American Machinist gives you 
a lot of sound and sensible advertising value. Ask our representative in the 


nearest McGraw-Hill office to give you all the reasons why sometime soon 


THIS IS A GOOD PLACE TO DO BUSINESS 
WITH AMERICA’S BIGGEST INDUSTRY....e0-. 


The McGraw-Hill Magazine of Metalworking Production 
McGraw-Hill Building, New York 18 


Member of the Audit Bureau of Circulations and the Associated Business Publicetions 
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railways 


Ratiwags Need 
Predacts Like These tor 
Stations, Steres and 
Shep Operations 


Fork Trucks 
Platform Trucks 
Trectors 


Tretlers ("fleets” 
or live skids) 


Beggege Trucks 


Overhead Treveling 
Crenes 


Trector-Mounted Cranes 
Morsts 


Permonent and Portable 
Powered and 
Grevity Conveyors 


Elevators 


Bins, Pellets and Racks 


Lift Jocks — electric ond 


air motor-operated 


tadustrial Truck Parts 


end Accessories 
Storage Batteries 


Berttery Chargers 
Shipping and 
Packaging Supplies 
Stee! Strapping 
Freight Cer Bulkheods 


Special Freight Car 
fleering, doors and 
domage-prevention 

devices 


Skid Jocks and 


semi-live skids 


Communicetions 


are 


Ila 


buying* 


rlals handling 


for stations, 
stores 
and shops 


To save man hours, to save dollars, to speed the handling of freight, 
express, mail and baggage, to improve service—that is the competitive 
aim of the railroads. There has never been a greater opportunity for 
sales to railroads of materials handling equipment. 
a. Stations Department. The movement of freight through terminals must keep pace 
with the ability of today’s trains to shorten hours on the road. Obsolete station 
facilities are being modernized wherever possible to take the fullest advantage of 
mechanical handling 
2. Stores Department. Getting material in and out of stores with modern materials 
handling equipment has resulted in savings of hundreds of thousands of dollars 
and man hours aecerding to records just reported by fifty railroads. But these roads 
nize that the job of modernizing material handling facilities has just started 
2. In the shops and terminals of the Mechanical Department the best machine tools 
can only operate at capacity if the materials handling equipment provides equally 
fast and efficient set-ups and dismountings. Railroads find this is a sure way to re 


duce costs and increase output 
Why You Should Use Railway Age to Present Efficiencies of Your Materials Handling Equipment 


A request for materials handling equipment for the stations department, for 
example, usually originfates with (1) the station agent. This is passed along to 


> 
(2 the supervising ag 


vent; then to (3) the division superintendent. Having gotten 
this far on the read te approval, the (4) superintendent of stations passes on the 
requ st and if gues te (5 the manager of stations From there to (6) the uper 
intendent of trans portation, then to the general manager, and finally, for final ap 
proval, to (8) the vice president of operations, who initials the requisition and passes 
it on te the purchasing agent, whe may check with stores to see if such equipment is 
already on hand 
Purchases for stores and mechanical de partments follow a similar routine 
RAILWAY AGE reaches this entire range of executives, de partment heads, transport 
tation and purchasing officers who buy or influence the buying of your equipment 
Final buying decisions are made on every major purchase by top management of 
ratlroadi RAILWAY AGE is read by over 90° of the management group which you 
must reach for faverable consideration and approval 
RAILWAY AGE gets top priority reading by the management group and stands first 
! e¢ and influence. It is the railway industry's authoritative weekly 
wers the whole held of important developments while the news is 
only railway business paper hat renders this service 
RAILWAY AGE provides breadth and depth of coverage unmatched in the industry 
That's why it leads the field in advertising volume and in number of advertisers 
Use RAILWAY AGE to speed the acceptance of your product by management, by 


presenting your produc ts efhciencies and economies 


headquarters for Railway Marketing Information 
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WHAT STATION TO MECHANIZE? 


Railway Age Features 
Materials Handling 


Send now for collection 


iff 
pH ies 


of recent articles re- 


Freight Terminal Built tor Efficiency printed in booklet form. 
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Leaders dp things First 
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lscellence — 


(STR PAPERS 


How the Lackawanna Uses i 
SPECIALIZED HANDLING DEVICES @ wane Te 
Kasluay Age 
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need a 
BOOST! 


Consider MILK PLANT 
MONTHLY ... the 
magazine which 
reaches the men you 
most desire to 
contact in the 

Milk Processing Field. 





This $7 Billion industry produces 
some 120 Billion pounds of milk 
yearly. 

Every fourth bite of food consumed 
by the American public is a prod 
uct of the fluid milk industry 


With few exceptions all milk must 
be pasteurized Moving this tre 
mendous flood of milk from the 
farm to the processor the same day 
requires a vast amount of equip 
ment everything from can wash 
ng equipment to truck tires 
Obviously, this is a rich market for 
any manufacturer producing equip 
ment used by this trade 
Milk Plant Monthly gives you easy 
access to this vast industry Over 
80°, of its readers are key men in 
milk processing plants 
Consult your advertising agency 
today or write us for detailed in 
formation 
Established Since 1912 
A.B.C. Audited Since 1929 
July Net Paid Circulation 8,190 
Total distribetion 10,000 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 





Trends 


A review, by business poper editors. of industry condi- 
tions that may influence industrial marketing procedure 


The ad that 6 


Hardware Business Spotty; 
See $2 Billion Sales 


Retail hardware business is currently 
running at a level suggesting a $2 bil 
lion annual volume in 1950. Conditions 
n the hardware business are rather 
spotty, varying by sections, due in part 
to unseasonal weather. Barring unfore 
seen labor, political or international 
situations, beth retail and wholesals 


failed 
5 | 
ene 


\ 


pected to be not too far under those for \ 
1949 —- or 

‘ * 
ie 


and why 


g that 
mn Ce L @ 
oatiast them af! Frade? v0! yar’ 
ast at Sex: 


hardware sales for this year are ex 


So far this year a boom in building 
activity in many sections of the country 
has generally improved volume in most, 
though not all, building materials lines 
Buying of hardware and related lines 
m more frequent m seme sections 
iL ough not quite up to last year 


\ number of hardware wholesalers 


both large and small-—report that 
BOASTING about an ad that failed is 
the unusual motif of this ad by Mack 
Trucks, New York. The company in 
the previous ad had featured a special 
trade-in offer to owners of Mack trucks 
15 years old or older. One result was 
several letters from satisfied customers 
t that many of these orders who wouldn't trade, because their old 
quantities.—-Kennetu A Macks were still working well. Subse 
ditor Hardware quent ad featured five testimonials of 
such satisfied customers 


ome of their dealers are placing orders 
or futures more freely than in recent 
while others continue to go slow 
increasing number of orders 
wholesale hardware houses 


considerable optimism, de 


Push to Modernize ith power-operated lift tru 


. irawn trailers perwer-aT 
Materials Handling erecks and epecial pallets 
Forecasters estimate the nation s The Misseuri Pacific Ra 
or materials handling ly received court approval 

elerat in the last » $1.500.000 freighth 


ch an all-time peak md an additr 


handling 
Association of 
eparing publication of a 
und handling manual, and a 
firm recently conducted a ma 
handling surve for the moto 
these projects 
nereased adop 

g equipment 
ehouses and ta 
being modernized 
with suc evices as hydraulic dock 
ramps, pallet elevators and tractor 


irawn trains Rosert |. Bayer. edi 


INDUSTRIAL MARKETING, August, 1950 












Y That's” ganroavs 
and this chart proves that, 

_as fast as railroads are Modern Railroads 
modernizing, railroad leads the way — 


advertisers are switching and leads you to 
to... Movenn MORE SALES! 






MODERN RAILROADS 


Modetn Railroads NOW TOPS! 


105 Page Gain 






The ONLY Railway publication showing a gain for the 
first 6 months of 1950 over the same peried in 1949! 


RY. PAPER 
coupe 
16 page loss 






Based upon figures published 
issve 
Industrial Marketing Magazine 


Why You Will Want 
This Booklet— 





HE HAS THE ONE JOB 


\ 


Os Mn] 


Salil 


George - Vordenholl. Editor of Product Engineering 


j} 
P 
Dy e 











OF ITS KIND IN THE WORLD 


His jos is to edit a magazine dramatically different from any other . . . a highly 
technical, purposeful magazine . . . unique in its editorial concepts . . . and the 
world’s only paid-subscription magazine edited specifically for product-design 


engineers 


He alone among all editors of design-engineering publications . . . mea- 
sures his success in terms of the number of product-design engineers who volun- 
tarily subscribe to his magazine, and in the enthusiasm with which they consider 


their subscriptions a sound and rewarding investment. 


And his success has been outstanding. Every year since Propuct Enct- 
NEERING was founded in 1930, an increasing number of product-design engineers, 


have voluntarily sought the job help this magazine alone offers them. 


Propuct Encineerinc’s paid subscribers are over 18,000 strong. Their 
concentration on engineering management levels ...the fundamental and 
proved buying authority they exert in the purchase of components from which 
all new machinery and equipment is built . . . and their self-generated proof of 
interest in the pages of Propuct Encrnerrinc ... make them an exceptional 


audience for good advertising 


If you sell to the Original Equipment Market, Propuct ENcInEERINc stands 
all alone in the advertising values it offers to you. For proof, look at a recent 
copy look at the editorial pages zlongside which your advertising can work 
and sell. Look at the companies which place more advertising for parts, ma- 
terials, sub-assemblies and finishes in this magazine than any other publication in 
the world carries. Study our latest ABC statement talk to our representative. 


You will find him in the McGraw-Hill office nearest you. 


MRODUCT 
DAV, Y 


BN CUO ey ANG 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 18 
Member of the Audit Bureau of Circulations and the Associated Business Publications 
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a for one 
giant contemporary—- 


onover-Mast 
‘Wins more Awards 
for Editorial Excellence 
than any other 
Business Paper 


Sam makes room for 3 more 


Sem Ancrum hongs latest editorial achrevement 


Publishing House 


owards on the Conover Mast reception room wall 


In the 1950 Editorial Achievement Contest conducted 
by “Industrial Marketing,” three Conover-Mast pub- 


lications were honored 


First Award for best single article in any industrial 
publication tO MILL @ FACTORY 
British industry under Socialist rule 


for its story on 


First Award for best single issue in any class, institu- 
tional, and professional publication to AVIATION 


OPERATIONS for its Berlin Airlift Issue 


Award of Merit for best single issue in the industrial 
publication class tO CONSTRUCTION EQUIPMENT 


for its October 1949 issue 


vW 
y 


During the twelve years the “Industrial Marketing” 
contest has been conducted, Conover-Mast publica- 
tions have won a total of 23 awards. We now have 
five technical and trade publications, but until last 
year we had only four, and for the first six years of 
the contest we had only three. 

With the single exception of one giant con- 
temporary, Conover Mast has won more awards 
for editorial excellence than has any other 
business paper publishing house. And even in the 
case of that exception, our average of higher than 
41. awards per publication leads this publisher by 


a ratio of 3tol 


_onover-Mast 


PUBLI 


205 


MILL & FAC 
PURCHASING 


AVIATION OPERATIONS 


TORY 





CAT! 
42nd St 


mC. 
17 


ORS, | 


EAST NEW YORK 


CONSTRUCTION EQUIPMENT 


LIQUOR STORE AND DISPENSER 
Also — CONOVER MAST PURCHASING DIRECTORY 
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Ouality Ouality 


“READER ACTION (“Performance) 


Ouality Supe rior 


proves “READERSHIP and “Advertising Values 


* 


May we send you PROOF of this quality readership? Write for your copy of “An 
Audit of Readership not a “readership study” but an audit of KNOWN reader 
ship. Address Putman Publishing Co., 737 North Michigan Ave., Chicago 11 
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THIS 
CONVENTION 
PROVED 
THAT 


HERE I$ THE 
> MARKET 


«@? A// i\\ 


Hundreds of textile manufacturers 
travelled thousands of miles to see 
the Textile Machinery Show in 
Atlantic City last May. They 
came to see and to buy the modern 
American equipment they have 
been reading about for the past 
10 years in the only Spanish- 
language textile magazine which 
covers every Latin-American tex- 
tile industrial center. 


These textile manufacturers used 
the money earned from us by 
sales of their coffee, ores and other 
local products to buy more than 
$44,000,000.00 worth of U. S. textile 
machinery last year. 


Dollar shortage? Not for the textile 
industry. Not if you compare to- 
day's vast business with the best 
pre-war year. 


An approach to these markets can 
be very profitable. It can be eco- 
nomical, too. when done through 


lt sells them because 
lt “telks their leaguege.” 


570 7th Ave... New York 18, N.Y 


By KEITH J. EVANS 


Are Ad Men Good Buyers? 

We have always done our own 
purchasing (excepting purchases 
made by our advertising agency) 
and believe we have been reasonably 
efficient. Management is now con- 
sidering buying everything through 
one purchasing department, and is 
asking that we turn our requisitions 
over to them 

We do not believe that this is 
going to work very well, but would 
like to have an outside opinion.— 

ADVERTISING MANAGER 


Advertising men are usually se- 
lected, not because of their buying 
ability, but because of their knowledge 
marketing, advertising 
practice, writing, etc. It is probably 


of all over 


unusual to find a person with great 
interest and knowledge of marketing 
who is also a good buyer, although 
there is no reason why he shouldn't be. 

Usually, in an advertising depart- 
ment, a man is employed in charge 
of the production division who is first 
a businessman and a buyer, and who 
has the necessary attributes. 

There are so many ways of getting 
a job done in advertising. There are 
so many variations in methods of pro 
ducing art, plates, setting type. so 
many kinds of paper, etc., that it is 
most important that the buyer be well 
versed in all of the materials he is 
buving 

Too often when advertising requisi 
tions are all sent to a general purchas 
ing departme nt. the proper interest is 
not taken because many ad pure hases 
ompared with general op 
Probably if the 


purchasing department would set up 


ire mall « 


erating purchases 


sanriie particular person who knows 
advertising, comparable advertising 
production results would be secured 

The fact does remain that there is 
probably more on the abstract side 
and more variations in the case of ad 
vertising purchases which would re 
quire continual check up and follow 
up by the production division of the 
When pur 


advertising department 


chasing is done outside the advertis- 
ing department, sometimes this close 
contact is missing and jobs are not 
handled exactly as desired and fre- 
quently tend to drag. 

We are quite sure that most adver- 
tising departments do their own buy- 
ing even though some complete their 
requisitions and pass them on to the 
general purchasing department. We 
would suggest that you take stock of 
your purchasing methods, the quality 
of your work, competitive prices, etc. 
and make a report to your company 
based on your knowledge of your own 
buying and that of your purchasing 
department. Perhaps this will be the 
best way to solve the problem in your 


company. 


Meeting Magazine Deadlines 

Last vear it didn’t seem as 
though we had any difficulty pre- 
paring our copy and getting it to 
the publisher on time. Now, how 
ever, with a little larger department 
and quite a bit of direct mail and 
sales promotion work to be done, 
we always seem to be a little late 
Consequently, we are getting poorer 
positions and I fear our copy also 
is going downhill. I learn from some 
of my advertising agency friends, 
however, that the same situation 
exists in their agencies, so perhaps 
I shouldn't worry, but if you have 
some simple little system that you 
believe will help me overcome the 
situation, I will be very glad to 


have it Apvertisinc MANAGER 


There are many ways and methods 
for getting out copy and plates on 
time. First and perhaps the easiest is 
to turn your advertising over to an 
advertising agency and let them wor 
rv about it. However, if that is not 
practical, we would suggest first an 
ad book in which the schedule is out- 
lined. including magazine, deadline, 
subject of advertisement, et 

In many cases it pays to have two 
or three deadlines, first, one for copy 
for the 


halftone or zinc to be completed, and 


and illustration, then one 


third, one for the plate to be sent to 
the publisher. If you set all of these 


(Continued on page 28) 
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Here’s a mass production industry that’s an impor- 
tant market in itself—not just part of another market. 
Its purchases of equipment, materials and supplies 
amount to big dollar volume—and need your special 
attention if you want to cash in 


It's a closely knit industry, too, concerned with 
problems peculiar to foundries. FOUNDRY concerns 
itself with these problems alone. Foundrymen know 
it—and believe in it 


Helping You Sell To Foundrymen 
WHEREVER METALS 


. 


AnD 4, 


sn) 


Dn ae eo 
-~ ee ee ee | > 

Js San oes ine — 

ay a i > 


Advertisers who successfully sell this market know 
the way to reach it is through FOUNDRY. It is the 
market place where each month 45,000 foundrymen 
in all the worthwhile foundries in the U. S. A. and 
Canada look for information, ideas and help in 
running their foundries 


When you tel! it in FOUNDRY, you sell it to the 
foundries. Write us or ask the FOUNDRY representa- 
tive in your area for data that will help you size up 
this big, active market. 





ARE CAST 


Cleveland 13, Penton Building Main |-6260 - Chcage ||. 528 W. Michigan Ave. — Whitehall 41234 + New York 17, 68 £ 420d St.—Murray Hi 2.2581 + Detroit 2, 6560 Cass Ave. — 
Madison 3024 + Pittsbergh 19. 2837 Keppers Bidg —Atiantic 1-321! + Los Angeles 4. 130 H. New Hampshire Ave —Deshirh 2.1758 + London, 2 Carton St.— Westminster, $ W. 1 
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if you're selling to the manufacturing industries... 


SELL THESE MEN AND | 
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A McGraw-Hill Publication 330 West 42nd Street, New 





YOU'VE SOLD YOUR PRODUCT 


There is a good industrial magazine published 


for every management group 
in manufacturing .... FACTORY concentrates 


its circulation on the Plant Management Group 





In the manufacturing industries, all industrial magazines are 
edited primarily for management men. And there is a good 
industrial magazine published for every management group in 
manufacturing. 


The degree to which an advertising schedule can help your 
salesmen depends on the selection of the right management 
group and the best read publications serving that group 


FACTORY is edited exclusively for and concentrates its circu- 
lation on the PLANT Management Group —the men in charge 
of operating industry's plants. This is the most influential group 
in the buying of most industrial materials, tools, equipment, 
and supplies, according to surveys of industrial salesmen and 


studies of manufacturers’ customer-prospect lists. 


Check for yourself among your salesmen — ask them to tell you 
which group is most important in the buying of your product. 
If it’s the Plant Operating Group, you know that FACTORY 
has more paid circulation and more readership among plant 
operating men than any other industrial magazine. 


Whenever you can study the reading habits of management men 
in industry, you'll find FACTORY first among men of the plant 


operating group. 


wave TORY EX 


MANAGEMENT AND MAINTENANCE 








[7.1 REPORT PROVES 


INDUSTRIAL MAINTENANCE 
Still Offers More 
Circulation Than Any Other 
INDUSTRIAL PUBLICATION 


APRIL 190 

— ae ee 4 

inm™ STRIAL MAINTENA ix ms 
PUBLISHER STATEMENT — 


If you have anything to sell to Industry you can sell it faster and 
more economically through INDUSTRIAL MAINTENANCE. 


The circulation of INDUSTRIAL MAINTENANCE [see statement) covers every 


ts less then $1.59 per thouwsend bosed upon the |2-time rete 


y ond cos 
of $125.00 per one-niath page wnit 


INDUSTRIAL MAINTENANCE, 3626-27 Filbert St., Philadelphia 4, Pa. 














For Up-to-the-Minute Market and Media Data 
use your 


new 1950 edition of the 


MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 
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at least a week before publication 
deadline, you should have no trouble 

Of course, if you are not sending 
complete plates to the publisher, you 
must allow more time for proofs to 
be sent to you and returned for o. k 
The difficulty with setting dates ahead 
is that you oftentimes do not meet 
them when you know you have a few 
days of grace. On the other hand, if 
you will make your own dates and 
then religiously keep them, you will 
be happier and probably live longer 


Needs Help Interpreting 
Industrial Relations 
Our management has called on 
me to help our industrial relations 
department interpret the company, 
its organization, plans, etc. to the 
workers 
From time to time we also have 
messages of one kind or another 
for employes and it would be my 
job to prepare these. As preparation 
work, I have collected a great deal 
of material sent out to employes by 
other companies and am entirely 
confused 
Some seem so designed to im 
press, so very elaborate that my 
simple straightforward methods of 
presentation by comparison seem 
completely inadequate De you 
have any thoughts or suggestions 
regarding method of presentation 
which might help me? ADVERTIS 
ING MANAGER 
If you employ KK) oF 10.000 
workers or more, sometimes it is 
practical to present the ideas you are 
trying to sell in rather elaborate pic 
torial form. When this helps to in 
terest the employe and makes the mes 
sage clearer to him, it should not be 
frowned upon except when its very 
elaborateness would make him think 
you are wasting money 
In case of smaller companies we are 
sure your simple straightforward ap 
proach should prove satisfactory. Re 
nember this, however. Pe yple are not 
interested in long heavy messages of 
any kind so you must make your pres 
entation light and interesting and 
serve it up in small enough packages 
so that it will not seem heavy and 


Dodge Promotes Bassett 

Kenneth Bassett, who has been as 
sociated with Dodge Mig. ¢ orp.. Misha 
waka, Ind., for 25 years, has been ap 


pomted supervisor of sales promotion 
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TEXTE WORLD| 





At the recent annual meeting of NIAA 
in Los Angeles, TEXTILE WORLD was 
honored for the second time in two 
consecutive years with an “Award of 
Excellence” for its sales presentation 
designed in conformance with the NIAA 
outline. An important difference, though 
— this time it won first place! Have you 
seen and used this presentation to your 
advantage? We'll be glad to send you a 
copy on request. 

By the way, the coming November 
issue of TW will contain extra values 
for those who schedule it by reason of 
special reader interest roused by the 
featured “Annual Mill Check-Up Sec- 
tion.” This feature will review recent 
trends in renovation, modernization, 
and expansion —and will discuss the 
improved equipment and supplies now 
available to the mills. Call your TW 
district representative for details on this 
or other phases of TW’s service in the 
distribution of products and services to 
the textile industry 


$ USEFUL AS 
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Buyers attract sellers... 


then more sellers attract more buyers 


Obvious, isn't it? 


Of course there are more stores on Fifth Avenue than on 
Slaughter-House Square 


It’s a spiral. Sellers go where buyers concentrate. Then 
buyers go where sellers concentrate. That's how market 
places build up. We've all seen retail stores fail just because 
they were located off the beaten track 


The success of industrial shows, like the recent textile- 
machinery one in Atlantic City, depends on the number of 
exhibitors and the resulting number of visitors. Textile men 
go to big shows who would not waste time on little ones 
Similarly they flock to read the big textile magazine 


Textite Worto’s leadership in advertising volume and 
its spectacular growth in readership over the last eight years 
bear out these facts. The chart shows the annual share of 
the total advertising carried by each of the five leading 
industry-wide papers from 1942 to 1950. Out of 3,955 pages 
run in these five papers in the first half of 1950, Textite 
Wortp carried 1,260! Always at the top, TW has grown in 
eight years from command of 25% of the total advertising 
to nearly 33° 


It is within this five-paper group that choice must be made 
by those who would sell products or services to the great 
textile industry. Textirte Worip, among them all, alone 
shews steady and consistent growth. 


The biggest market place is obviously where the wisest 
suppliers place their advertising! 


A McGraw-Hill Publication 
330 West 42nd St. 
New York 18, N.Y. 


MACHINE IN THE 





Electrical Publications 
Elects Three 


Electrical Publications, Chicago, has 
elected three men to new positions in the 
company. Marshall Haywood, Jr., now 
president of Haywood Publishing Co., 
Chicago, parent organization of Electri 
cal Publications, and present publisher 
of Packaging Parade and Shears, will be 


Haywood Thomson 


president Electrical Publications 
well as a director 

J. H. Thomson, Cleveland, elected to a 
directorship, and re-elected vice-presi 
dent of Electrical Publications, will be 
come director of sales and sales promo 
tion for the company, assuming the work 
of the late E. C. Bennett 

(. W. Leihy, re-elected executive vice 
president, was named publisher of 


Electrical Dealer and Electric Light & 


American Lumber Promotes McCall 
John E. L. MeCall. former assistant 


xdvertising manage 


You'll get Results when you advertise in Ceramic Industry 


CORNING GLASS 


LIBBY .OWENS-FORD HOTPOINT 
KOWMLER of KOWMLER HOMER LAUGHLIN MOSAIC TILE , ~ 
sromotion divi 

and ever 1,000 other American industria! Gients depend on CERAMIC 
INDUSTRY for Menvfecturing “know-how SEO of General 
ectric Co... Sche 


ectady, N. Y. He 
ll! direct adver 


- CERAMIC INDUSTRY ; r reated habe tnd sales prome 
§ Sowth Wabash Avenve. Chicago 3. Ililine ern 
ppoints right 


James R. Brigh former 


P Er 


GE Appoints Herrmann 
William FE. Herrman: 


/ ' 
‘ nage 
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Key buying influences by the thousands feel] the same 
way that Earl R. McMillan does about the McGRAW-HILL 
PRE-FILED MINING CATALOGS. They have found through 
constant use that the Catalogs are an invaluable aid in the 
location and selection of machinery, equipment and sup 
plies in the mining field. The users of this Catalog as well 
as the users of McGraw-Hill’s Pre-Filed ELECTRICAL and 
TEXTILE CATALOGS are carefully selected to make sure 
that their product interests and buyirg influences paral 
lel the product information Pre-Filed the tive 


in respec 


For rates, see STANDARD RATE & DATA SERVICE 


McGRAW-HILL CATALOG SERVICE 


330 West Forty-second Street, New York 18, N.Y. 
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MPROVEMENT COMPANY (Subuidiory of Northern Pacific Railway Compeny 


catalogs 

Catalogs delivered in pre-filed form are too valuable to 
throw away and too bulky to mis-file. As a result your 
product information, in a handy, classified and cross-in 
dexed form is constantly at the fingertips of the men you 
are trying to reach 

If you haven't already arranged to pre-file your catalog 
through McGraw-Hill’s Catalog Service we'll be glad to 
supply you with complete information on this inexpensive 


service 


and MARKET DATA BOOK 


ng SELLERS use Catalogs 





Here today... WHERE TOMORROW 7 


Seattle fire hendles 
$5¢ eillien retires 
joe i Bleete 
—— . . 
. $500,000 ese in Ser th 
Detete Leing Gwilt by os. contractor 
Binneapelia contrec ter. tulles $1,847,000 
Ohie tire handles highway bridge in Fe. 
$170,677 job in 
South Oekeote. 


re dees $40,000 
ir job on Tobias 





Setets contrector 
$765,951 reese in 
[Byoming 
city fire twiles 
Sen frenciece tire " 000 structure in 
dees $840,000 reed fire builds ” [$280,000 re diten 
you in Or eger ' +.000 reese ia in Ohie bullt By tadlene 
$636,873 job & » leore 

hance averced — 
imeiane fire U 


- 





Lene Seach, Geli ~ ‘lTesnessee fire tulles 
firm heneles $600.00 does $388,740 $118,000 reed in 
dee job in Oregen joe in Tenes artaneas 

E tnllodll 


| 


Tee fexee & Californie ! a 
contractors share burl d- 
ine of $6,000,000 pipe 
line free tdehe te Geer 


Construction men are constantly on the move 


Unlike other fields, the construction market does With their knowledge ot where construction jobs 
not stay put. A contractor literally moves his plant are located in their territories, what types of equip- 
from job to job. The key men in the industry the ment are used anJ needed, whe in the firms and at the 
men who buy, operate and maintain construction held offices have the buying and specifying power 
equipment are in perpetual motion the distributors’ salesmen keep the circulation of 
Vhis “crazy quilt” pattern of buyer movement is a CONSTRUCTION EQUIPMENT up to the minuce. And 
nightmare to circulation managers. For the problem every subscription is paid for by the distributor. 

(of locating these construction men) just can't be That's why such a high proportion of inquiries 
licked, effectively, through traditional circulation results in sales why CONSTRUCTION EQUIPMENT is 
methods — paid or controlled the fastest-growing trade magazine in the country 
The only men in constant touch with the job move today. Geared to reach the construction buyer wher- 
ments of the nation’s contractors are the salesmen for ever be is, it's on the job. Find out more about CON- 
construction distributors. These salesmen more STRUCTION EQUIPMENT's unique circulation method 
than 700 of them, out in the field, in every trading and how it can increase sales for you. No obligation. 
area in the U. S. and Canada are the subscription Send for brochure. CONSTRUCTION EQUIPMENT, 205 


men for CONSTRUCTION EQUIPMENT East 42nd St., New York 17, N. Y 


In Industrial Marketing $ 


1950 Editorial Achievement Contes! (onstruction Equipment 


. ; t 
Construction Equipmen 
ins A CONOVER-MAST PUBLICATION 
F ME ~ 1 T 4 CONSTRUCTION FQUIPMENT'S new and unique editorial 

949, in formula tor supplying a long-needed information service 

ober, | has met with extraordinary success im the construction tu 
. dustry. The award, won by CONSTRUCTION EQUIPMENT in 


: ; blication 
industrial = its first year of publication, is expert approval of the formula 
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INDUSTRIAL INARKETING 


Business Paper Volume 
for 1949 Analyzed 


USINESS PAPER volume for 

1949 is estimated at $222,500, 
000. This is slightly below the revised 
1948 figure of $225.000,000, a de 
crease of 1.1‘ 

This condition, of course. varies by 
fields and by groups of publications. 
For example, publications that are 
members of Associated Business Pub 
lications reported a 2°. gain in bill- 

LO4S 
for all business papers was 


(See chart A below) 


ings over The over-all trend, 
however, 
down 1.1‘ 

from 
764.000 


The page loss was 6.8 
1948 to 
pages in 1949. This and a 1.1% drop 


820.000 pages in 


in billings resulted from such factors 
as rate adjustments. more advertisers 
but less advertising per company 
switches to higher priced media in the 
field, establishment of premium po 
sitions, use of color and bleed and 
other items which affect the dollar bill 
ing tor the space 

Some idea of the « omprehensiveness 
of this analysis can be gained from a 
comparison of the page figures appear 
ing in the April issue of [NpUsTRIAI 
MARKETING, showing the volume of 
business paper space placed by advert 
tising agencies. The report shows that 
925 agencies placed more than 460,000 
pages ol advertising 

This is more than 50 of the total 

lume of space estimated for business 
papers. The 250 or more business pub 


lications that report to INDUSTRIAI 


MARKETING monthly account for about 
1 third of the space in business papers 
that the 


This would indicate INDUS 


rRIAL MARKETING figures on business 
paper advertising volume are based on 
a substantia sampling and represent 
a significant portion of business paper 


sdvertising 
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This is the fourth year that McGraw 
Hill has approximated the volume of 
business paper advertising. Each year 
we have gained by past experience, 
thereby strengthening our method of 
analysis. This year for the first time, 
we have collected from a representa- 
tive group of publishers in the busi- 
ness paper field the volume of adver- 
tising pages carried plus gross billings. 

Previously our dollar estimates have 
been based on a projection of the ad 
vertising pages reported. This year, 
however. through the aid of cooperat 
ing publishers, we have available to 
us not only advertising pages but ac 
tual billings. This has, of course. 
served to improve the accuracy of our 
projections and was largely responsi- 
ble for the 1948 revisions. 


The returns from public ations were 


Chart A: 


BUSINESS PAPER ADVERTISING REVENUE 


1933-1949 


(Millions of dollars) 








a 


AUGUST, 1950 


Dollar volume dropped 1.1% 
to $222,500,000. Space dropped 
6.8. to 764,000 pages. 

Behind the dip were such 
factors as rate adjustments 

and more advertisers but 


less advertising per company. 


By A. R. VENEZIAN 
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grouped by fields and provided a ba- 
sis for individual projections for mag- 
azines that failed to report. Each of 
these field estimates were in turn to- 
taled to represent the expenditures of 
some 1,680 professional, technical, 
trade and industrial type publications. 

The publications covered in this 
study are the type listed in INpusTRIAL 
Marxertine'’s Market Data Book. The 
study does not include news or busi 
ness news magazines, business news- 
papers, catalogs or directories. The 
study is confined to publications pub- 
lished in the United States 


The detailed methods used in arriv 
ing at these estimates made possible 
an analysis by broad industry groups 
Industrial type publications were 
grouped into five fields. These five 
groups account for a little more than 
one half of the total business paper 
advertising volume. The remainder of 
the publications were grouped under 
nine headings. Chart B carries a break- 
down of the current 1949 business pa- 


per advertising volume by fields 


The National Industrial Advertisers 
Association's budget report indicated 
that business papers received 36% of 
the industrial advertisers’ budget. By 
using the 1949 estimate of business pa- 
per advertising volume and the 36% 
from the NIAA budget report, it has 
been possible to estimate the total vol 
ume of industrial advertising 

For 1949 this is estimated at $618, 
OO0.000. The 


percentages shown in 





Fields 


Manufacturing 

Construction & Architecture 
Mining, Petroleum & Lumbering 
Power & Public Utilities 

All other Industrials 


Sub-total: 
Industrial publications 


Retail Outlets 
Personal Services 
Hotels, Clubs, Restaurants, Theatres, 


Finance, Banking & Insurance 
Government & Education 
Export & Import 
Miscellaneous Trades 


Grand Total 





Chart B: 1949 Estimate of Business Paper 
Advertising Volume by Fields 


Medical, Dental & Similar Professions 
Transportation & Transportation Services 


Advertising 
Volume 


$ 70,947,178 
20,616,642 
13,018,415 

6,642,792 
4,911,431 





$116,136,458 


$ 45,793,682 
5,927,373 
5,978,551 

16,051,758 
7,059,510 
3,191,475 
5,989,900 
7,680,078 
8,720,638 


etc. 





$222,529,423 








Chart C were taken from the latest 
NIAA budget study. These percentages 
were computed against the base of 
$618,000,000, thereby providing a 
picture of the expenditures for the 
various items reported in the budget 
report (See Chart C). 

The largest expenditure next to 
business papers was in company cata- 
logs which totaled $93,000,000. Indus- 
trial advertisers in reporting on their 
advertising indicated the percentage 
spent in general and farm magazines 
us well as newspapers. This expendi- 


ture, however, is not necessarily on in- 
dustrial products. 

Many of the respondents to the 
NIAA budget report, while predom- 
inately industrial, manufacture and 
market both consumer and industrial 
type products. This item, general and 
farm magazines and newspapers, ac 
counted for about $62,000,000. Ad 
ministrative costs were $50,000,000; 
direct mail an equal amount. 

These figures as well as the figures 
on the other items covered in the tabu 
lation provide an interesting picture 
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Chart D: Index of Business Paper Advertising and National Income 
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183.8 
182.7 
179.6 
201.7 
226.2 
1949 221.5 
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Rased on 5 year average 


1933 
1934 
1935 
1936 
1937 
1938 
1939 
1940 
1941 
1942 
1943 
1944 

745 
1946 
1947 
1948 


. + 





4—1—4 dd 


(Billions 


National income figures from I s 
Survey of Current Business 


Advertising 
Index 


Paper 
Advertising 
(Millions 
of $) 


Index 
(1935-39 (1935-39 
100) 100) 
61.1 
70.6 
82.1 
97.3 
112.6 
97.3 
110.7 
122.1 
143.1 
158.4 
229.0 
284.4 
28.2 
339.7 
374.0 
429.4 
424.6 
430.2* 


59.1 $32 
72.5 37 
84.8 43 
96.6 51 
109.8 59 
100.6 $1 
108.2 58 
121.3 64 
154.9 75 
204.6 83 
253.3 120 
274.3 149 
272.7 172 
268.1 178 
3901.0 196 
337.6 225 
330.6 222.5 
343.3 225.4 
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Chart C: Where the Industrial Advertising Dollar is Spent 
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% Reported % Reported 
Advertising in NIAA Advertising in NIAA 
Budget Item Dollar Budget Study Budget Item Dollar Budget Study 


Business Papers $222,500,000* 36% Publicity & Public Relations $ 24,722,222 4% 
Company Catalogs 92,708,333 15 Billboard, Radio & Television 6,180,556 1 
General & Farm Magazines Point of Sales 6.180,556 1 
& Newspapers 61,805,555 10 Reprints & Preprints 6,180,556 1 
Administration 49,444 444 8 Visual Sales Presentations 6,180,556 1 
Direct Mail 49,444,444 8 All Other 24,722,222 4 
Production 43,263,889 7 
Exhibits 24,722,222 4 Grand Total $618,055,555 100% 











"Several of the budget items have been combined or included under “All Other” for purposes of convenience 

















and comparison of the money invested as compared with 1948, the 17-year In that 17-year span, business paper 
by industrial advertisers on each of trend provides a significant picture of advertising has multiplied almost 
these budget items. the growing acceptance and recogni- seven times. During that period a total 

While the 1949 total of business pa- tion of business papers on the part of — exceeding $1.8 billion has been in- 
per advertising showed a slight drop advertisers and advertising agencies. (Continued on page 114) 





Chart E: Dollars of National Income Per Dollar of Business Paper Advertising 





Business Paper National 
Year Advertising Income Ratio 
(Millions of $) (Billions of $) 

1933 $32 $39.6 1237.50 
1934 37 48.6 1313.51 
1935 43 56.8 1320.93 
1936 $1 64.7 1268.63 
1937 59 73.6 1247.46 
1938 $1 4 1321.57 
1939 58 1250.00 
1940 4 ‘ 1270.31 
1941 75 ' 1384.00 
1942 83 1651.61 
1943 A 1414.17 
1944 149 , 1233.56 
1945 72 1062.21 
1946 178 . 1008.99 
1947 196 201. 1029.08 
1948 225 226. 1005.33 
1949 222.5 995.51 
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How Ansul Chemical Co. 
Exploited a Publicity Break 


... for increased business 


The company’s product, unusually well adapted to industrial publicity, was equip- 
ment for use in the dramatic field of fire-fighting. But Ansul knew that newspaper 
clippings about the company had little value unless they could be exploited in 


a way that would increase sales. 


By HUGH C. HIGLEY 


TOL NEVER KNOW when your 
\ company may get a spectacular 
publicity break—deserved or other- 
wise. through brains, hard work or 
plain luck 

When that time comes, the company 
should be prepared to exploit the 
break for all that its worth in in 
creased business. For Ansul Chemical 
Co. the break came last April and the 
company responded with a 14-point 
program of exploitation 

The break for your company may 
an article in one of the largest gen 
eral magazines or may be involve 
ment in a major news event that gets 
you on the front pages ol the nation s 
newspapers and into the newsreels 

For Ansul the break was a March 
of Time documentary film about a 
New Jersey volunteer fire department 
that conquered a spectacular gasoline 
tank truck fire with a dry chemical 
fire extinguisher after attempts with 


water failed. The extinguisher used 
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and clearly identified in the film 
was Ansul’s. The company manufa 
ures a line of such extinguishers. in 
addition to Industrial and refrigerant 
hemicals 

It isn't every day that Ansul gets 
a chance to demonstrate one of the 
companys products before 30,000,- 
OOO persons in the United States and 
about 50,000,000 overseas. We re- 
garded the film as a potential sales 
stimulus of the highest importance, 
and we were determined to get maxi 
mum results from this excellent pub 
lheaty 

Fortunately, we were reasonably 
well prepared \ vear and a half 
ago the company had retained the 
publicity department of Kenyon & 
Ekhardt, New York 
agency. Our advertising agency. J 
\. Cormack. Milwaukee, had been 


and is doing an excellent job of ad 


advertising 


vertisng in the trade press, but we de 
cided on publicity as a sound adjunct 
to help us reach a broader market. 

In making this decision, we real 
ized that no matter how pleasant it 
was to read newspaper clippings 
about our company, they would have 
little value unless they could be ex 
ploited in such a way as to increase 


KSE's help, 


we worked out a program of publicity 


our business. So. witl 


exploitation 


\ hen March ol Time began work 


I 


WHEN ANSUL’s dry chemical fire extinguisher became the 
‘hero” in a March of Time documentary film about a New 
Jersey volunteer fire department, the company launched a 14- 
point program of exploiting this publicity break as an im 
portant sales stimulus. Among the steps were arrangements 
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on the movie, we put the program 
energetically to work, as follows: 

1. As soon as we learned definitely 
that Ansul was in the film, K&E 
put out a letter which, in effect, 
alerted our entire sales organization 
distributors and company sales offices 
alike. This pointed out that Ansul 
was chosen above all other companies 
to be the “hero” of March of Time 
and urged the entire organization to 
throw its weight behind promotion of 
the film because its impact would be 
worth much to Ansul when translated 
into selling material 


, 


Customer Relations then put out 
a special bulletin to all distributors 
backing up K&E’s appeal and invit- 
ing all suggestions for promotion 

3. Ansul President Robert C. Hood 
wrote a special letter to employes, in 
forming them of Ansul’s part in the 
picture, and promised early special 
showings. 

4. By 
the distributor, a 
was held in Marinette for 100 officials, 


department heads and district sales 


special arrangement with 


private showing 


managers of the fire extinguisher di- 
vision who were meeting in Marinette 
at this time 

5 We ordered 


March of Time's printed press release 


30,000 copies of 


describing the film and showing a 
photo of a fireman carrying the Ansul 


extinguisher into action. We von 


tracted with Firemen, official publi- 
cation of the volunteer fire company 
section of the National Fire Protection 


Association, to address and mail 


letters to some 22,300 fire department 
1,500 industrial 
fire brigade officers and men; 170 
other top fire officials, and 1,100 as- 
sociate members of the NFPA. The 


remaining thousands were mailed to 


officers and men; 


customers and customer prospects. 
6. Moving fast, we placed a full 
page ad in Firemen, stressing our 


part in March of Time, and obtaining 


a placement opposite the editorial 


page on which comment was made 
on the picture. 
7. Our 


pared a sper ial two-color 


advertising agency pre 
11x84” 
mailing piece playing up Ansul’s part 
n the picture and urging readers to 
wee it This was illustrated with 
scenes from the movie and was mailed 
in bulk to Ansul sales offices and dis 


tributors. It was also mailed to: 


All users of Ansul fire extin 
guishers, along with the latest 
COPY ‘Ansul News Notes,” 


the company’s fire extinguishers 
sales publication 

Four hundred users of Ansul re 
frigerant chemicals, along with 
a letter from the head of the re- 
frigeration division. 

Ansul 


industrial chemicals, along with 
a letter from the head of the in- 


One thousand users of 


dustrial division. 
&. We published a story and pic- 
tures about the film in our employe 
publication, “The Fuse Plug.” 

9. As soon as we were informed of 


Continued on page 136) 


for special showings, contests for fire fighting officials, alert- 

ing of distributors and district sales personnel, and business 

paper advertising. Above scenes are from film, which starts 

with a spectacular gasoline fire. Opposite page: March of 
Time producers film a scene 





AT SALES SCHOOLS conducted by Hough, distributor personnel see how Pay- 


loaders are built, get at the controls, and learn sales advantages by actually operat- 
ing the equipment 


Hough Increases Sales 15% 


With Industrial Advertising 


@ Case History of 1950 Putman Award Winner 


NDUSTRIAL advertising gets re 
sults. The Frank G 
Libertyville, Tl., 
bertired tractor-shovels proved it by 


manufacturer of rub 
using industrial advertising to 


get 2,183 inquiries in a year (a 10% 
increase over the previous year) 

increase sales 15.65% in a@ year 

f every advertising dollar pre 

duce $78.50 in over-all sales 

make every advertising dollar pro 
duce % in sales directly traceable 
te advertising 

reduce sales costs to only L44% of 
total sales 

hold advertising expenditures to 
only 124% of total sales (compared 
to the 2.1% industry average) 

discover three new, previously un 
developed markets 

create @ greater prestige among dis 
tributers 


These are the results that won the 


1950 Putman Award (‘for the best 


documentation of industrial adver 
tising success! and a $1,000 check for 


Raymond P. Wiggers, the 


con pany = 
ad manager 


and another $500 for the company's ad 


vertising agency, Ervin R. Abramson Ad 


rertising, Milwaukee 


38 


Hough Co., 


By BOB AITCHISON 


Editor 


The Frank G 


nounced Huff) builds five different 


Hough Lo {pro 


models of a rubber-tired tractor-shovel 
called “Payloader.” They are used by 
the construction and earth-moving in- 
dustries—and also by the manufactur- 
ing and process industries 
These seven objec tives were as 
signed to industrial advertising: 
|. Te overcome buyer resistance to 
a higher priced, new type ma- 
chine on rubber tires 
lo tell the Payloader story to the 
vast and diversified industrial 
market, in which distributor ac 
tivity and interest had been prac 
tically negligible 
To produce live inquiries and 
thereby stimulate distributor ac 
tivity 
To establish national recognition 
of the Pavloader name in the 
shortest possible time 
To increase the sales volume 
with a minimum “cost-of-sales” 
percentage 


6. To increase the prestige and im 


portance of the Payloader line in 
the eves of the distributors. 
7. To explore and develop new 
markets 
Prior to the selection of media, an 
analysis of the previous year's sales 
by industry and by Pay 
This study spotlighted 


the major and minor markets, revealed 


were made 


loader model 


what size unit was most popular in 
each market and served as a guide rel 
ative to the media to employ and to 


what extent 


Job for Publications 


Because of the diversity of the 
markets and the many individuals de 
ciding upon or influencing the pur 
chase of the equipment, it was at once 
evident that business publications 
would have to handle the biggest part 
of the job. This was particularly true 
in the industrial field because of the 
scarcity of distributor contacts, the ab 
sence of experience, and the lack of en 
thusiasm on the part of distributors. 

In 1949, 25 business papers were 
used—-13 national publications and 12 
regional publications. In the regional 
books, distributor's names and ad- 
dresses were listed—without cost to 
the distributor. Frequently advertising 
was channelled to areas where dis- 
tribution was weak, but where po- 
tential sales were good, in an effort to 
pave the way for distributor activity. 

All ads were keyed to evaluate mar- 
kets and media, and a definite play was 
made for inquiries in order to provide 
live leads for distributor salesmen 
pamphlets 
were offered to supply extra informa 


Frequently, case-history 


tion covering the equipment shown in 
the ad 


\ special chart was prepared to re 


RAY WIGGERS 
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veal thin areas or weaknesses in pub- 
lication coverage. It was on these 
fronts that direct mail was called into 
action. 

literature, 
catalogs and a vigorous publicity ‘am- 


In addition to sales 
paign, telephone directory advertising 
was used in 150 major cities served by 
Payloader distributors. 

Since the Payloader was compari- 
tively new, it was felt that trade shows 
could help introduce it quickly to big 
segments of major markets. Therefore 
the line was exhibited at the, (1) Ma- 
terials Handling 
Foundry Show, (3) Sand & Gravel 
Show, (4) Chemical Industries Show 
and (5) Ceramic Industries Show 


Convention, (2) 


plus a number of local shows. 

Exhibits were flexible—could be 
broker down into separate sections of 
varying sizes, and shipped to dis- 


tributors for their own local shows. 





HOUGH ADS, like one at left, feature Payloader name, use on-the-job pictures, 
usually supported by case history copy. Job study (right), popular with distributors, 
is one of a series giving case history story of how customers use Payloader. 


HOUGH supplies supplementary equipment to other manufacturers, such as In- 
ternational-Harvester, which sell related equipment. Here, James Melton, star of 
I-H’s “Harvest of Stars” and Hough executives C. E. Killebrew and C. R. Bore- 
ham inspect a baby working model, one-quarter scale, of a Payloader which was 
shown at opening of Browning-Ferris Machinery Co., Houston Distributors. 


Star of both national and local 


shows was a baby (14 scale) chrome 


plated Payloader, electrically powered, 
and hydraulically operated. The “half 
pint” which actually worked, was in 
constant demand and travelled more 
than 15,000 miles in 1949, 

Inasmuch as ad-manager Wiggers 


had put so much time and effort into 
getting inquiries, it was a sure bet that 
they would be fondled like a first-born 
baby. The Wiggers system of handling 
inquiries was and is a bit on the unu- 
sual side (and would cause many ad- 
men to drool). All inquiries went to 
the advertising department first. In a 
few hours, they were processed as fol- 
lows: 

1. The source of the inquiry was de- 
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termined from key addreses, and 
the instigating media credited. 
Name, address and request of the 
inquirer was transferred to per- 
manent records. 
A duplicate card on each pros 
pect was placed in a “check- 
against-sales” file. 
Inquiries were then turned over 
to the Sales Department where 
they were promptly answered 
and the distributor notified of the 
prospect's interest. 

At the end of each month, sales were 
checked against the file cards to find 
the volume of business originated by 
advertising. In addition, distributors 
were asked to fill in “prospect call re- 
ports” supplied by Hough. Frequently 


these reports helped verify the part ad- 
vertising played in making saies. 
Some companies just let their dis- 
tributor organization grow at random 

but not the Frank G. Hough Co., 
which was well aware that it must, (1) 
compete with other major accounts for 
the distributor's time, (2) educate the 
distributor on the Payloader and its 
markets, and (3) develop sales in the 
industrial market, which 00% of the 
distributors neglected. 

To accomplish these objectives, ten 

distributor “helps” were used: 

1. A special news letter advised of 
advertising activities and results, 
and was often accompanied by ad 
proofs, direct mail samples, job 
studies, magazine article re- 

prints, instruction sheets and in- 
formation on competitive prod 
ucts. 
A nation-wide regional publica- 
tion campaign imprinting the 
distributor's name and address 
in the magazine serving his ter- 
ritory. 
Local telephone books listed the 
Payloader, along with the dis- 
tributor’s name and address (at 
no cost to the distributor.) 
Ad electros, mats, specially pre- 
pared layouts, copy, ete. were 
supplied for supplementary local 
advertising. 
Job studies covering different 
branches of the market were pro- 
vided. 
A factory 
(Continued on page 125) 


“school” was con- 


a” 





Selecting 


an Export Agent 


in Today’s 


Foreign Market 








In evaluating him, keep 
in mind these general 
facts on distribution, 
pricing, discounts, cus- 
tomer service, sales pro- 
motion and your contract 


with the agent. 


Vo longer can he help 
you jump into the post- 
war boom in export sales. 
The boom is past. But he 
can help you in an export 
market that continues to 
hold at a substantial level 
in 1950. 








‘| 


YODAY s market ts 
well primed that the n 


reg 

ind seo 
turer why net now 
ht well x ‘ . ous « 


creasing sale 


ulacturet 


miu 
‘ xportir rn 
msidera 


Letters go unanswered, even 
cables; complaints are not adjusted 
And the agents 


lays in answering inquiries, in ship 


sis 
are blamed for de 


in sending out 
In addition, 


ping (often unjustly) 
merchandising materials 
export agencies have lost acceptance 
of the few 
umong them, fly-by-nights who know 
little about the work, knowingly mis 


represent facts, 


hecause unscrupulous 


even misappropriate 
funds sent in to them. 


The 


Tricest 


most common and perhaps 
of 


ugents relationship with a foreign 


souring negative aspect an 
repre sentative is evidence e of ericessive 
mark-up on the part of the agent. Sone 
do 


their pricing that it is the agent-dis- 


igents not seem to be aware in 
tributor-dealer set-up in the foreign 
field which is carrying the actual bur 
and this often 
with lines long known 
handled perhaps 
established 
smooth-functioning export department 


den of direct sale 
in competition 
market 


through an 


m «the 


ilready 


ger manutacturet 
ontinued ECA spending 
World Bank 
$12 bilhon worth of products exported 
fr the | LOW, a 


sales can be vi 


funds, an approximate 


nited Mates in 


facturer « loreig? 


The pumps of world 


being well primed 


im mecreasing ane 


Hithonal exported 


(ontinuing Increase 


L nited incredible rate 


States 


the output of goods and 


ecent vears will continue 


‘ economist Sumner H 
Slichter. Within 30 vears. he predicts 


ve early doubled t 


probably in excess of $500 billion. 
Our role as produc er for foreign con 
sumption can conceivably increase in 
even greater proportion. 

Countries that now only bring in 
our cement will buy cement plants; 
those now investing in road building 
machinery will be buying more cars. 
For the present, almost any product 
being produced in the United states 
ean find an export market—anvthing 
from ice cream to bubble gum, Christ- 
mas to lungs, 
calendars to kitchen sinks 

The today 
thoroughly familiar with factors in 


tree ornaments iron 


manufacturer must be 
volved in sound selection of an ex- 
port agent, whether the company is 
just entering the export market or 
whether it already has an agent. Get 
connection at 


ting a agency 


the outset, or making a swit h to one 


proper 


is of prime importance. The manu- 
should 


fide, accredited agents who offer ex 


facturer consider only bona 
cellent bank references and make the 
names of their principals or accounts 
available for reference purposes 

if possible choose an agent who 
specializes. Some agents concentrate 


on automotive supplies. others on 
building equipment, foods, ahemicals. 
school supplies, electrical goods, cos 


goods. Look 


agent who has onsiderable familiar ity 


metics. or dry for an 


with your type of product—its manu 
facture, operation, special attributes 
the of 


the foreign field and most logical mar 


best methods presentation in 


keting approach, specific data on ex 
port packing considerations, on ship 
ping. An agent who specializes may 


already have excellent connections 


By V. HARRY JACOBSON 
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with representatives (or commercial 
agents), distributors, dealers whom 
he can approach with the product. 
For if the reputation of the agent is 
good. his foreign outlets will want to 
handle many of his lines. Be certain 
the agent has no directly competitive 
lines, 

A good agent must be amply and 
expertly staffed. With his organiza 
tion he should be able to handle both 
the reading and writing of several 
foreign languages, particularly Span 
ish. French 


is by no means correct to assume that 


Italian. Scandinavian. It 


all foreign companies can and will 


correspond in English Correspond 
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A DIESEL LOCOMOTIVE goes aboard the Delta Line's “Del Rio” at New Or- 
leans for export to the French Congo, West Africa. In May, machinery and vehicle 
exports rose from $245,000,000 to $252,000,000 


ence with small non-English speaking 
merchants must always be in the for 
eign language. If it isn't, the merchant 
will prefer to deal elsewhere. 

There must be well trained expe- 
diters and experts on consular decla 
rations, commercial invoices, and the 
ever-changing variety of documentary 
requirements Improperly executed 
dow uments mean inconvenience and 
often heavy fines for the importer. 
The agency must be familiar with the 
exchange situation 


foreign import 


and export: permits domestic trans 


portation foreign shipping and rout 


ing 
The stronger agents have one or 
more traveling men who cover the 
foreign markets and can push your 
line by personal contact. Get a com 
mitment as to frequency of these 
trips and what specific solicitation is 
in your behalf 
Any successful agent is 


( heck 


to be done 
caretul 


thout smaller details on these 


VALUABLE cargo is locked in these 
containers at New Orleans wharf and 
kept locked until arrival abroad. Break 
age and pilferage are thereby almost 
completely eliminated 


items in making your selection. Curi 
ously, one prime source of dissatis 
faction of foreign representatives is 
the simple matter of delayed answer 
ing of letters, and even cables. If 
the well-worn excuse for the delay is, 
On extended trip out of the country,” 
and if no one else in the office can 
handle the particular situation, then 
an airmail explanation of this should 
be got off immediately 
lo further make the foreign client 
feel that the manufacturer is person 
ally interested in him it is advisable 
that the agent use stationery with the 
manufacturer's heading on it, im 
printed perhaps with “Export Depart 
ment on it, and the age nt's address 
Or the agent pres dent's name and the 
title export manager can be im 
printed 
In some organizations only the 
agent pre sident signs all of the letters 
so that the client has a feeling that his 
wccount activities are all channeled 
through the lop man So that the 
client feels that his dealings are close 
to the manufacturer. occasional letters 
to him durectly from the 


ompany Certainly a letter of wel 





Starch Tests 


Industrial Ad Readership 


ew Method Gives 
Control in Air Condi 


| it 


; 
ty 











WILL YOUR PROSPECTS READ 
LONG COPY?—Yes! for example, 
Niagara Blower Co., New York, used 
an editorial-type, two-thirds page with 
long copy 

More than 20% of readers, or one 
out of five, read most of the copy. An 
editorial feature of similar length in a 
general magazine would do well to 
stimulate such reading interest 

Niagara had three advantages 

1. Editorial style that invited read 
ing 

2. A fresh sales message that aroused 
genuine reader interest 

3. Well written copy 


ARE YOUR ADS 
GETTING READ? 


One way to find out is with data 
like this. Cost ratios and 
readership scores helped 

these advertisers to evaluate 


media, advertising art 


THIS IS A TALE of two excellent advertisers, Armstrong Cork Co., Lancaster, 
Pa., and Johns-Manville, New York. Their ads are consistently high in readership 
scores. But the Johns-Manville ad was the better of the two 

It was better chiefly because the illustration featured steam pipes—a subject 
close to the hearts and pocketbooks of Power readers. Armstrong centered its 
problem solution around transmission of fluid asphalt—a rather unfamiliar sub 
ject to Power readers 

Usually, the closer an advertiser matches the interest factors in his ad with those 
of the publication, the greater is his reading audience 


What Readership Scores Mean: 


NOTED denotes the percentage of readers who, when interviewed, said they remembered 
heving seen on ad—whether or not they associcted the ad with the name of the product or 
advertiser 


SEEN-ASSOCIATED denotes the per cent of readers who said they remembered seeing the od 
and associated it with the name of the product or odvertiser 


READ MOST denotes the per cent of readers who read 50°, or more of the copy 


COST RATIO expresses the relationship between the cost per hundred readers (who “noted, 
for example) for a specific ad and the corresponding median average cost for all the ads in 
the some issue. A “Noted” cost ratio of 175, for example would mean that the ad “stopped 
75° more readers per dollor than par for the issue, por being 100 ond representing the 
median average cost. Thus a cost ratio above 100 is above average; below 100 is below 
average 
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SHOULD YOU feature company or 
product? Let's face it. Product is bet- 
ter. This may not be a new copy point, 
but it certainly can stand repetition 

Chicago Pneumatic Tool Co.. New 
York, featured its product in an oval 
illustration in the top third of the page 
under a headline, “Low Cost Air Where 
Steam Is Available.” 

Fuller Co., Catasauqua, Pa., put its 
name in a similar shaped cut in the 
same place on the page. The cut per- 
formed the duties of both an illustra- 
tion and a headline 

The Chicago Pneumatic ad was seen 
by 50% more and read thoroughly by 
80% more readers than was the Fuller 
ad 











CHANGE OF STYLE—Crane Co., Chicago, has used the same style for many 
months. It was effective in stimulating reader interest when first used and will 
probably continue to be very good. The style is to use the diagram of a power trans- 
mission unit. This time the diagram was of a pressure reducing station. The ad pro- 
moted Crane as a company 

A second ad in the same issue featured one valve with extensive text and a photo- 
graph and cross-section of the valve 

Here is the important point: although the immediate purpose and style of each 
ad were different, the Read Most scores were similar. The creative techniques used 
in each ad were suited to the message the advertiser wanted to deliver. Both were 
equally successful 
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{DS AND SCORES represent high- 
lights of industrial advertising reader- 
ship as reported by Daniel Starch & 
Stall, New York. Ads are from the 
tpril issue of Power. Next month ads 
from the May issue of Factory Man 
agement & Maintenance will be 


analyz dd. 


Noted 
fa Read Most 
Seen-Assoc tated 


Symbols and percentages show read- 
ership scores for each component part 


ol ad. Scores flor entire ad are at top. 





Improved Distribution, Promotion 


Spur a Sales Boom 


in Commercial Electric Cooking 


( 


equipment 


ve 


* ago 
ur ais 


By MERLE KINGMAN 


ws 
Ars | ) 


YHANGES are occurring in the 


4A commercial electrical cooking 


field. What not so many 


was “small potatoes om 


pared to ce mest cooking equipment 


an 


cl was 


arried forth on strictly a job 


ahve p basis is now re spect able medium 


sized business with sales shooting up 


") 


to nearly 50 a year 


' 
in prewar years the restaurant o1 


hotel owner who bought electric cook 


in 


his 


equipment fit the equipment to 


kiteher 


Today he designs his 
the equipment anc 


SNH) to SLAW) 


Hotpoint commercial sales rose 48°, in the first half of 1950 . . . 30%, in 1949. 
How was it done? Part of the story is how the utilities were lured into strenuously 
promoting electric cooking equipment (which 99°/, of utilities don't sell). Re- 
vamped distribution, a strong sales promotion program and product improvement 
also tell the tale. The details are here in this latest in a series of articles examining 
distribution and sales promotion methods in different commercial and industrial 
fields. 


get them into the act, attempting to throughout most of the remainder of 
persuade them that they stood to gain the day 
most by increased use of commercial With greatly increased capacity, the 
electrical cooking equipment The utilities didn't have to be sold too 
argument was something like this hard. They were offered opportunity 
A fry kettle (price $100), a vital to participate actively in several stren 
piece of equipment in a commercial uous Hotpoint promotions and the 
kitchen, is about a third of the price offer was accepted. Enthusiastic over 
of a domestic electric range (price, their participation, Hotpoint regards 
$250 or $300) but uses four times the them as “free manpower” on the sell 
connected load. And the average fry ing end. 
kettle is in continuous use in an eight Before lining up the promotions, 
hour work day—in fact, sometimes. the company had strengthened its dis 
in a 24-hour day. Domestic ranges tribution and sales organization. Hot 
on the other hand, complicate the point, predominant leader in the com 
load problem by creating a big load mercial electric cooking equipment 


ut dinner time and remaining idle Continued on page 122 


RESTAURANT IDEA ROUND-UP.” was the name of packaged road show 
offered to utilities to promote Hotpoint commercial electric cooking equipment— 
und boost the load r increased utility capacity. Three-hour show, staged for 
1 other food operators, includes a movie and cooking demonstration 
1 working conditions. Hotpoint provides props and a three- 


restaurant ar 

under actual peak : 

nan staff. Local utilities, distributors and dealers pick up the check, participate in 
a skit (above) and push a strenuous follow-up sales drive 





% ines 


to steer by 
when charting 


marine 


sales 








Editorial 
Leadership 


The marine industry relies upon Marine Engineering and Shipping Review 
for authoritative news and data on current marine developments, pre- 
sented from the design, engineering and operating standpoint—and 
edited by men who know the problems of the marine field first hand. In o 
recent survey of shore personnel responsible for the operation of vessels, 
Marine Engineering was rated first in editorial leadership and service, 
with neorly 2 times as many first place votes as were received by the 
second publication. 





Paid Audited 
Circulation 


Marine Engineering and Shipping Review has the highest total net paid 
circulation in its field .. . according to the latest published circulation state- 
ments dated December 31, 1949 . almost 16% greater than the 
second publication. 





Readership 


More marine men poy for subscriptions to Marine Engineering than for any 
other publication in the field; also, Marine Engineering has more re- 
newals from among its 6,449 key subscribers than any other similar 
magazine. 





Greatest 
Advertising 
Volume 


in pages of advertising for the first six months of 1950, Marine Engineer- 
ing showed an 89% margin over the second marine paper. 








MARINE ENGINEERING 


vr, 179/46.7 
Mite. Uhiany 
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ABP 


Angeles Dallas 





APRIL, 1949 


AUGUST, 1950 


NM OW: STUDIES. 


ABP’s DEMONSTRATION 


IF YOU published a business paper, would you 
be willing to subject your readership to searching, 


h I oundall ” 


Resear’ ociatiom importial analysis by advertisers? 


\ Advertisins America” Ass . 
Tpe , 4 1996 by ' I, Members of the Associated Business Publications 
creas yertisin sents welcome such analyses as a means of demonstrat 
d j Advert! j , 
ona which . ing the full strength of the business press. That's 
ly ertisin® cal 4 why, in sponsoring the Advertising Research Foun 
ne " ae . - . 

o the dation’s “Continuing Study of Business Papers, 
the members of ABP have invested nearly 

$150,000. 


The analysis of Automotive Industries, 
Number One in “The Continuing Study,” was 
made in 1949. It marked the culmination of a 10- 
year period in which ARF had developed special 
techniques for the project. 

Now, in August, September and October 1950 
three new segments in “The Continuing Study 
will create an even fuller understanding of busi- 
ness paper readership. Impartial, definitive anal 
yses of American Builder, American Mach- 
inist, and Chemical Engineering will reveo! 
more clearly than ever the power of qualified 

wert! business publications 


THE ASSOCIATED BUS 


205 East 42nd Street, New York 17, N. ¥ 
MURRAY WiLL 6-4980 
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COmTINUING STUDY OF 


SINESS PAPERS 


mMeER FOUR 
EVEMICAL ENGINEERING 
ISSUE OF MARCH,'95° 





SEPTEMBER, 1950 





OCTOBER, 1950 


TWO, THREE ano FOUR IN 
OF BUSINESS PAPER J(MFACT / 











Based on facts furnished by the readers them- 
selves, studies in the series provide an abundance 
of special information, editorial and advertising- 
wise, for anyone connected with the business press 
Advertisers, agencies and publishers find them 
proof of readership... authoritative “memos to 
management” . . . sources of reference . . . meas- 
urements of “pass along” circulation . . . classi- 
fication of buying influences . . . help in the prep- 
oration of advertising budgets . . . “how to” guid- 
ance in writing copy, evaluating the size and 
position of advertisements, checking the effective- 
ness of copy and illustration. In short, the applico- 
tions and uses of these studies are as many as their 
users ore resourceful 

“The Continuing Study of Business Papers” is one 
program among many that ABP conducts to build 
a still more effective business press. The 1949- 
1950 segments in that study are the biggest step 
ever taken in throwing new light on the real worth 
of business publications. They prove, beyond 
doubt, that a qualified business publication, as 
an advertising and an editorial channel, means 
IMPACT! 


_INESS PUBLICATIONS 


The group of ABC-audited, paid circulation business publications which 
bas been covperating since 1916 to maintain and enbance the standards of 
business paper publishing, in the interest of the reader and the advertiser 


as well as the publisher. 
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PORTABLE PLASTIC binding equipment now enables you 
to bind your catalog more easily, as shown here: 1. Your of 
fice employes can learn to operate the equipment quickly. An 
employe uses one unit to punch holes in stock pages before 
placing in binding unit at her right. 2. With scissors she cuts 
strips of plastic binding to length of any size catalog and 
places in the vertical fingers of the binding unit. Lever opens 


binding. 3. Punched pages and cover are slipped onto the open 


How to Bind Your Catalogs 


Fast, Cheap and Attractively 


—with quick revisions for product and price changes. 


mdustrial ! 


( »-' { the rt 
oldest headaches is getting the veneral 

Like the hangover onth 

that « me fron 


me « es from making 


catalogs ¢ 


ure thes lays swiftly 


heactac he ewite hing tractively im the 
pany 
wiuct stvles and prices 


nfirmed 


ny with a broad and ages © aking 


sufferer has 
sharply npetitive 


atalog 


nivertiser s the bindin tf mor 


Imex pe 
company s offices by 
ittice employes 
finished 
right by 
insertions 
chang 
About the 


headache 
esulted i 


I pe ved pr 


it these 


plastic rings. Lever is released, closing binding. Equipment 
can bind 250 books an hour. 4. Each punch in unit is controlled 
by individual pin. Adjustment of pins allows control of any 
number of holes with any spacing. 5. Finished job looks like 
this. Pages lie flat. Plastic binding, available in many colors, 
is imprinted with company name. 6. Offering wide choice of 
cover styles, binding comes in two types: wide-back for eco- 
nomical two-piece covers and narrow-back for one-piece 


addition, prices changed frequently, 


resulting in a stream of new price 
lists 

Accentuating the difficulties, in 
created an in 


demand, « oupled with price and prod 


creased sales activity 


creasing demand for catalogs 


uct changes. made it especially diffi 


cult for the company to get up-to date 
catalogs into the hands of salesmen 
and customers 


than 300 Powers 


The company’s general catalog in 
0) different 


in addition to important bulletins and 


sper ial books a 


cludes more than units, 


sively and at 
price sheets. Gathering this extensive 
array of units into a 


lengthy 


tal permanently 
catalogs are 
' . bound catalog was a chore 
replacing 
“| Invariably. the catalog was partly out 


of dat 
The problem was to find a style of 
that could be 


without 
— before leaving the bindery 
\’ the ippearance 
results, Powers 
catalog produced eco 
ind enthusiast " 
nomically that would avoid un 
equipment, th :' 
vecessary waste of printed material 

sized 1 
_ ? and that could be placed in the 


The obvious 
of binding that 


sheets 


hands of salesmen faster 


m of product 
era 1} u solution was a torm 
a constant ' 
sould permit the use of loose 
i” cts : 
- that could be assembled in the cor 


produc ts 


inge 


rapidly. | 
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to be published 
NOVEMBER 1 


Advertising Forms 
Close OCTOBER 1 








WORLD OIL Readers 
ARE The Pipeline Market 


With 55 companies comprising the bulk of the 
pipeline market, the keynote to profitable ad- 
4 a> vertising in oil papers becomes ‘‘names of sub- 


Ss scribers’’ not merely ‘‘total number of subscrib- 


ers.”’ 
“y A study of WORLD OIL’s circulation imposed 
against a list of the personnel of the 55 big buyer 
. companies shows that WORLD OIL pipeline 
readers really are the pipeline market. 


< 
> 
~ 
~ 
= 
. 


Start Selling KEY MEN with a KEY ISSUE 


fhe extra attention and extra life of the November Pipe Line Issue of 
WORLD OIL make it the indispensable point to kick-off your pipe line 
sales campaign just as the thoughtful reading that WORLD OIL gets 
every month makes it the indispensable oil paper to carry your campaign 
to a successful conclusion 

Special editorial attention in the form of operating, engineering, and 
construction articles will provoke profitable reader interest in your pip 
line advertising. How-to-do-it articles and pipe line problem discussions 
will insure a long life for your sales message—in the pocket of a foreman 
pushing pipe through the Midwest, as well as on the desk of a busy execu- 
tive who sticks close to home base. 

Fell your story in the extra-value November Pipe Line Issue of WORLD 
OIL and you tell it to the executives, engineers, superintendents, and 
others the KEY MEN with buying and specifying authority . . . who 
make the market 


speaking of buying power ... 


Distribution at the American Petroleum Institute annual meeting in Los Angeles 
will give the November Pipe Line Issue considerable extra circulation over the 20,000 
plus requlor subscribers. Thousands of o! industry leaders with buying authority be 


ng to the APi—they are oi! men of the caliber you cont attord to muss 


and how to influence it 


Schedule an adequate campaign in WORLD OIL with a superior kick-off advertise 
ment in the November Pipe Line Issue. Advertising forms close October 1. Regular 


rot apply 





SELL 
the 
important 


55 of some 260 pipeline companies listed as serving the oil and gas industry 


account for— 


56.2% of the pipe line 69.5% of the pipe line 81.3% of the pipe line 


miles operoted in the U. S. il | d d 
(230,346 of the approxi- miles built in 1949 (8,733 of “  Pnees SnSor way, oF 
mately 410,000 miles total authorixed (21,543 of the 
U. S.) the 12,564 miles total U. S$.) 26,499 miles total U. S$.) 


KNOW your 1950 pipeline equipment 
SALES OPPORTUNITIES 


At the beginning of 1950 an unprecedented total of 26,499 miles of crude, Pipe Sizes of Lines 
natural gas, and products pipelines and related equipment were under con- Laid in U. S$. During 1949 
struction, definitely planned, or authorized. Since most of these lines are 
long interstate gas lines scheduled for completion in 1952 and 1953, not am mF 
all of this pipe will be laid during the year. Based on previous pipeline inches n 1949 
construction trends it is anticipated that possibly 15,000 miles of line will : 

be laid in 1950. ° 





WORLD ol 











+» APIA PIPELINE issue of WORLD OIL 


Advertising Forms Close October 1 


® @ 








Are you covering these 55 impsrtant pipeline companies? 
WORLD OIL Does! 


Arkansas | ‘ 4 2173 ; Northwest Notura! Gas C 
Atlant nvU.> 
Subsid Ohio Fuel Gas C 
Atlantic Pipe Line Ohio Oil Co 
Atlant 2 23 Okichome Netura!l Gos C 
Pacific Gos & Electric Co 
Panhandle Eastern 
Peoples Notural Ges C 
Phillips Petroleum C 
T W. Phillips Gas & O 
Piedmont Natural Ges Cors 
Shell Oil & Shel! Pipe 
Sinclair Refining 
ny Vacuum O 
Calitornia Gos 
uthern Noturo 


standard O 


n Subsidiar 


Pipe Line 
tormerly Stano 
n Pipe Line & 


squehonna 


Sell the right men in these companies and you hove effectively cornered 
the big pert of the pipeline morket. WORLD OlL has up to 138 paid 
subscribers in each of the above comparies 

Call a WORLD Oll representative today ond put your pipeline advertis 
ing on a paying basis 


opnipo™ 


WORLD OIL P. o. Box 2608, Houston 1, Texas 


Specialized for Exploration, Drilling, Production 


Pipeline Operations and Management 


NEW YORK 17: Roger Motherol, Frank Vickrey, Nelson Bigelow, 250 Pork Avenue, Eldorado 5-4012 © CLEVELAND 15: Bill Westfall, 1010 Euclid 
Ave, Mom 1.2550 © CHICAGO 4: H. G. Fitzpotrick, 332 S. Michigan Ave. Wabash 2-9330 © TULSA 3: Bill Atcheson, Hunt Bidg.. Phone 3.1844 © LOS 
ANGELES: Jey Curts, W. W. Wilson Bidg.. Huntington Pork, Jefferson 1219 © HOUSTON |: Charley Wyott, P. O. Box 2608, Linden 314! 





Chemical Process Industries 
Show ‘Magic* Growth: Census 


By MURRAY E. CRAIN 


banter CINDERELLA’S | fairy 

godmother did to a pumpkin, 
even with the current help of Walt Dis- 
ney, was no great shakes compared 
with the legerdemain now performed 
by the nation’s chemists and chemical 
engineers. 

They have been improving on the 
tricks of the Cinderella world for the 
past 30 years, or since Kaiser Wilhelm 
uttered the shibboleth, “Deutschland 
uber Alles.” This. freely translated, 
means, “I'm going to take my dyes 
and go home.” 

At that time the Yanks got out their 
test tubes and attempted to create, 
among other things, an Americn dye 
industry, and they didn't have even a 
pumpkin to start with. They net only 
succeeded beyond the dreams of their 
most sanguine supporters, but have 
continued this exploration and crea- 
tion ever since. The list of changes 
they have made in the American 
scheme of things is a formidable one, 
but, according to many authorities, is 
nerely a prelude to the changes to 

rrrve 

The chemical process | idustries em 
brace all in which the use of chemi 
als, as opposed to mec hanical fabri 
cation or assembly. plays the major 
producing role. Among finished prod 


cts are soap, fertilizers, paints explo 


AMMONIA is now produced syn- 

thically at a rate of 150 tons a day at 

this Sterlington, La., plant built during 

the war and since bought and operated 
by Commerical Solvents Corp 
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Management in the chemical process industries harbors the unique 
notion that half of net earnings should come from products less than ten 
years old. The notion sets well in an industry that has undergone tre- 
mendous changes immediately after the past two world wars. The 
changes and a hint of even greater ones soon to come are reflected in 
new data from the 1947 Census of Mcmufactures and other sources, out- 
lined in this sixth monthly article in a series of 12 examining major 
industrial markets. 





vi 


Why creatzve 


Cveates Move 





ABC Business Papers build added value for the advertiser 


in the very act of selling paid circulation 


HE MOST important measure of the advertising 
value of a publication is readership—the number 
and quality of people who really read 
Several specific factors are necessary for the creation 
and development of read rship. Some are well known 
and widely recognized. One of these is editorial excel- 
lence. Another is desire-in-advance as manifested by the 
subscriber in a definité order —a subscription backed 
by cash. Allied with these is the intent-to-read — the 
stake a subscriber has in a magazine for which he has 
paid money 
But there is another powerful factor that creates and 


maintains readership of paid-circulation publications 


Creative selling of readership 

Paid publications sell subscribers on reading. This is 
developed in the very process of getting the subscription 

It is the same kind of creative selling that the pro 
gressive manufacturer employs to sell the constructive 
use of his equipment, supplies, materials It creates 
not merely purchasers but users 

Glance at the promotional material your own favor 
ite publications use to maintain your interest and win 
your renewal subscription. Consumer and professional 
magazines alike alert you on coming features or articles 
of special value which you may have missed That 
way, they step up your reading interest, high though 
it may already be, in a publication you like well enough 
to pay good money for 

That way, too, they gain not merely new subscribers 
but new readers. And it is readers, not addresses, that 
make the only kind of circulation that is worthwhile 


to the advertiser 


Vital for business papers 


In the business paper field, the creative selling of 


readership is especially important. All types and kinds 


of printed matter are competing for the time of the 
business man. And the business paper, unlike its coun- 
terpart in the general publication field, must offer 
material of solid, practical business value. It cannot 
appeal on a basis of diversion or entertainment 
rherefore good business papers not only furnish good 
editorial content; they sell peopl and keep them 


sold —on looking for it, following it and reading it 


Creating readers by mail promotion 

All paid publicatioas use mail promotion to attract 
new readers and to remind regular readers of the due 
dates for renewal of their subscriptions 

\ business magazine, of course, can only be success- 
fully sold to the kind of an audience whose job interests 
it really serves. So its promotional material is specifically 
designed to create and maintain reader interest in the 
editorial content of the publication and its ability to 


provide helpful ideas and information 


And by personal contact 
Many publishers of paid business magazines supple 
ment their mail promotion with field staffs. Here, again, 
the primary job is to sell intelligent use of the product 
McGraw-Hill, for example, has 200 full time field 


circulation representatives.* These men are not just 


“subscription salesmen.” They are mature, experienced 
reading counselors with ready access to, and invaluable 
contacts in, the plants and ofhces where products ar« 
manufactured and sold 

In an average year the men on our held staff make 
1,000,000 personal calls requiring 3,840,000 miles of 





*Subscription sales from field staff operations more 
than cover salesmen’s earnings and expenses, as 
well as list maintenance and other administra 
tive costs. Refer to ad #6 im our series “Even 


your comptroller can see this $592,000 ‘Peanut 
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selling of paed circulation 


readers 


travel. They ferret out and contact the individuals who 
represent the buying influences within the key plants 
help to keep McGraw-Hill publications abreast of uh 
ever changing pattern of buying personnel across uh 
broad range of the industries we serve. 

One of their most important functions is to show 
present subscribers as well as new prospects how to get 
maximum value from their business magazines. ‘They 
help develop reading habits —sell thousands of busy 
men the advantages of doing their business paper read- 
ing at home, for more time and better concentration. 
This work, stimulating good business paper reading 
habits, redounds to the benefit of all business papers 
that can measure up to the readers’ needs. 

Circulation salesmen—yes! But their major objective 
is to get the kind of subscribers who have need for th 
publication — subscribers who are likely to become 
regular interested readers. On an average, one in every 
three sales is arenewal; the other two are new subscribers. 


Constructive selling creates added value 

Creative selling by the publishers of paid magazines 
differs only in the degree to which it is employed. All 
ABC business publications get and maintain paid 
circulation by selling readership. Selling it construc- 
tively, and consistently. Selling it because their audited 
statements have to show interested, paying subscribers 
in order to earn advertisers’ preference. And in that 
process — distinctive of paid circulation —they create 
an added advertising value for the investor of dollars 


in publication space. 








] 


CONSISTENTLY, over the years, we have devoted a 
major share of our own advertising appropriations 
to the promotion of a better understanding of busi- 
ness paper advertising in general, and a greater use 
of business papers of all types. In this series we are 
expressing our convictions about circulation meth 
ods in the hope that they will help advertisers and 
their agencies make a more effective appraisal of the 
inherent values available in Business Magazines. 
This is No. 10 in the series. We'll be glad to send 


you cop Ss of the pre vious messages. 


— Sh 
McGraw-Hill Publications 


® 330 West 42nd Street, New York 18, N. Y. (at) 


HEADQUARTERS FOR BUSINESS INFORMATION 








EVERY McGRAW-HILL MAGAZINE IS A MEMBER OF, OR IS QUALIFYING FOR MEMBERSHIP IN, THE AUDIT BUREAU OF CIRCULATIONS 
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Ceographical Distribution of the Chemical Process Industries— 


1947 





(Value of Shipments in Thousands of Dollars) 


PLANTS 


Number 


Alabama 192 
Arizona 44 
Arkansas 96 


California 
Colorado 
Connecticut 


Delaware 
D.C 
Florida 
Georgia 


Idaho 
Illinois 
Indiana 
lowa 


Kansas 
Kentucky 
Louisiana 


Maine 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 


Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 


Ohio 
Oklahoma 
Oregon 
Pennsylvania 


Rhode Island 


South Carolina 
South Dakota 
Ter nessee 
Texas 

Utah 


Vermont 
Virginia 


Washington 
West V rau 
W isconsir 
Wyoming 


rOTAI 


Total represents 99.3% 


plants were withheld w 


Total represents 65.9 
withheld t avoid dis 
Actual total was $35,.411.1 


Source—Census of Manufactures 


a 


VALUE OF SHIPMENTS 


1.0 
! 
2 


12,478 


174,913 
143,902 


2,136,552 
756 189 
242 095 


24,362 
350 603 
767 802 


258,495 
160,261 
790,165 
763,015 
320,820 
193,586 
240,260 

20,376 


8.411 


84,098 
436,475 


2,013,494 
197,385 


2,140,498 
305.457 
96,782 
127,890 


127,351 


94,240 


$23,343,870 


rocess plants I x<ation < 








sives, refined petroleum products, plas- 
tics and a host of others. As indicated, 
the common denominator is the em- 
ployment of many identical chemical 
engineering processes and operations. 

The chemical process industries are 
notable for their youthful and optimis- 
tic outlook. The men operating them 
harbor the unique notion that half of 
their net earnings should come from 
produc ts that are less than ten years 


old, 
Plow Back Profits 


To insure realization of this goal, 
these men with a deep respect for 
change provide for extensive basic 
research—probably ploughing back in 
this form a larger share of sales and 
profits than any other segment of 
American industry Thus far, this 
policy has paid off, and a steady 
stream of new products moves along 
on the seven-year trip between the 
laboratories and the market place 

Obsolescence in the industry thus is 
rapid, a characteristic that has re 
sulted in heavy annual capital expend 
itures for new facilities and moderni 
zation. 

Since 1939, the chemical industry 
has tripled its size. Physical capacity 


has increased more than 50‘; since 


nued on page 112 


Capital Expenditures in the 
Chemical Process Industries— 
1947 





(Figures in Thousands of Dollars) 


Total 
Capital 
Expenditures 


Chemicals $548,990 
Coke-Oven Products 69,312 
Drugs & Medicines 90,014 
Explosives & 

Fireworks 9,590 
Fertilizers 11,144 
Glass and Ceramics 108,291 
Leather (Tanned, 

Curried & Finished) 10,953 
Lime and Cement §5,212 
Oils and Fats 65,327 
Paints, Varnishes, Pig 

ments & Allied Prod 55,281 
Paper, Pulp & Board 311,165 
Petroleum 350,634 
Rayon & Allied 

Products 69,348 
Rubber Products 117,084 
Soap, Glycerin, Cleaning 

Polishing and Related 

Products 36,898 
Other Products 196,264 

Total 2,105,417 
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HAYDOCK NEW EDITOR 
“METAL-WORKING” MAGAZINE 


Glenn Sutton, President of Sut- 
ton Publishing Company, an- 
nounces the appointment of John 
Haydock as Editor and Assistant 

of Metal Working Mag- 
azine. Mr. Haydock was formerly 
Vice-President and Editor of De- 
sign News and Executive Editor 
of American Machinist. 

e of Cornell Univer- 
sity 1 al Engineering, 
Class of 1917, Mr. Haydock brings 
to his new post 4 broad and deep 
knowledge of the metalworking 
field. He 15 4 practical engineer 
who was at one time connected 
with the Niles-Bement-Pond 
Company, the Hudson Motor 
Company and the Hyatt Roller 
Bearing Division of General Mo- 
tors. He is an experienced edito- 
rial executive as witnessed by his 
20-year connection with the Mc- 
Graw-Hill and Rogers Publishing 
Companies 

Mr. Hay dock’s extensive 
knowledge of the metalworking 
industry and his long editorial ex- 
perience will enable him to make 
Metal Working Magazine an even 
more authoritative and effective 
publication Readers will benefit 
from his knowledge and under- 
standing of their needs and prob- 
lems—advertisers will profit from 
increased reader acceptance and 





response 

Mr. Haydock’s appointment is 
another important milestone in 
the progressive development of 
this important industrial publica- 


+ . 
tion 


JOHN HAYDOCK 


SUTTON PUBLISHING CO., INC 


NEW YORK 17 
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How to Advertise 


Part 22 


to Business Men: 


The average distributor is a 


‘hard-boiled, cigar-smoking, crude-talking and 


sometimes unpleasant’ personality (and at the same time a pretty smart operator) 


because he deals largely with rock-ribbed purchasing agents and the cold facts of 


sales life and he is not inclined to be taken in by the optimism of a mere manu- 


facturer. That, says the author, is your distributor. Unfortunately, few industrial 


advertisers appear to have more than the haziest idea of what to say to him. 


By HOWARD G. SAWYE 


+ ® ’ 
, € 


| IKE. the plant or office executive, 
4 the 


house 


middle man (mill supply 


distributor, wholesaler, jobber, 


dealer) is interested in making a prot 
it but the 
Like the 


middle man is 


resemblance stops there 
ngineer of architect, the 
interested in what's 
new but the resemblance stops there 

And—unlike the case of the aver 
age user-prospect——the middle man 
to whom the advertising ts t be di 


rected us, more than likely, already a 


customer That is, when advertising 
in a distributor or dealer magazine 


vou are either seeking new outlets of 


nore often) are attempting to get 


more action (or more intelligent ac 
tion) out of present outlets 
Furthermore, there are two classes 
of readers in a distributor or dealer 
magazine's audience. One is the “head 
of the house” (in the case of a dis 


tributor) or the store owner—the man 
who operates the business and whose 
decision it is whether to take on a line, 
how nuch to promote t. ele The 
ther type is the salesman, whose job 
s selling the one product along with 
hundreds of others 

This fact—the “hundreds of oth 
ers is the handicap any one manu 
facturer has to overcome when he ad 
dresses middle men. It is probably 
literally true that distributors 


handle 


some 


1 thousand and one” items. 


\ retail store usually handles items 


in excess of that. Obviously, it is ex 
tremely difficult to get either the own 
er or the salesmen (out on the road 
or behind the counter) “steamed up” 
about any one manufacturer's prod 
uct 

So, in advertising to middle men, 
vou should be sure that you have an 
understanding of what kind of fel 
lows they are. Though their natures 


range, naturally, from one extreme 
to another, it is safer to paint the 
picture on the dark side and be able 
to visualize them. in your mind, at 
their worst 


The head of the house 
of the most forbidding char 


distributor } 
is one 
advertising man could ex 
encounter. He is 
eran—so he can't be told much that 
he doesn't think he 


He is, second, a lord—or at 


acters an 
pect to first. a vet 
already knows 
least 
wants to give his suppliers the unpres 
ston that he rules his territory, in 
cluding all the customers in it and 
his competitors as well with an iron 
hand 

He is, third, hard-boiled 


most of his experience has been with 


because 


purchasing agents (who are 
rock ribbed } 


lives with the cold facts 


occupa 
tionally because he 
of sales life. 
and because he is not inclined to be 
taken 


manufacturer 


n by the optimism of a mere 
He is definitely a shirt 
sleeves-and-suspenders. cigar -smok 


ing. crude-talking and sometimes un- 
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Over 20% of ACRN 
Features Are 
Engineer-Slanted 


ACRN editors recently checked up 
on themselves to determine how well 
they are serving the 11,000 ACRN 
readers in the engineering segments 
of refrigeration and air conditioning 
The results: 20.05% of the editorial 
content in the all-industry newspaper 
is slanted for the engineer 


In the first six months of 1950, 
6,436 col. inches of 32,089 total edi- 
torial col. inches was of primary 
interest to engineers. This was only 
6% less than that carried by the 
industry's official engineering publi- 
cation, which has 6,823 col. inches 
engineering material out of a total 
of 10,693 col. inches 


Another 
carried only 1,040 col 
neering editorial material out of a 
total of 7,085 col. inches in this 
period—only 16.1% of the ACRN 
engineering total! 


publication in the field 
inches of engi- 


editorial coverage, 
were over three times 
those of the industry's 
engineering publication and over 
four times greater than the total 
editorial content of the field's other 
publication 


In general 
ACRN totals 
greater than 


To advertisers looking for bigger 
returns from their promotion dollar, 
this greater editorial service to engi- 
neering readers, and to the whole 
industry as well, is a good indication 
that ACRN can produce these re- 
turns 


Survey Indicates Big 


Increase In Meter Sales 


CHICAGO.-A recent survey by 
International Register Co. of 678 
commercial refrigeration dealers 
shows that 83% of them intend to 
use meter plan selling during 1950 
Only 46% used the meter plan last 
year; only 36% in 1948; and 17% 
in 1947 


About 40% of the dealers said they 
required a down payment of from 
1% to 10%; 13% said no down pay- 
ment; 30% said a down payment of 
from 11% to 20%. Over 50% of the 
dealers expect 1950 sales to be 
greater than 1949 sales 


ACRN, with its high concentration 
among the big-volume commercial 
refrigeration dealers, is a 3-1 adver- 
tising choice by manufacturers who 
are cashing in on this expanding 
field 
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Many Plants Expand To Keep 
Pace with Market Growth 


As the “Newspaper of the Indus- 
try.” ACRN predicted in January 
that refrigeration and air condition- 
ing could expect continued good 
health in 1950. Business is better 
than healthy. Here are a few of the 
recent ACRN reports on how the 
upward sales trend is forcing expan- 
sion 

> > > 

DAYTON—A $12 million Frigid- 
aire warehouse and factory building 
program has been announced by M 
M. Roberts, General Motors vice 
president and Frigidaire general 
manager. The expansion program 
slated for the firm's Moraine City 
Ohio, site is expected to be com- 
pleted by early 1952. Construction 
will probably start late this summer 
Frigidaire warehouse area at Moraine 
City will be more than doubled 


. . * 


ST. LOUIS—-A $600,000 warehouse 
will be completed by Hussmann Re- 
frigeration Co. on a 17% acre plot 
adjacent to its plant here. More than 
150,000 sq. ft. of space has been 
added to the Hussmann factory in 
the past four years 


PHILADELPHIA Philco Corp 
plans to spend $1,500,000 to double 
the capacity of its Mt. Clemens, Mich 
plant (Electromaster ranges) by 
1951, the company announced re- 
cently 

LAKE BLUFF, Ill.--A $4 million 
plant to produce its own refrigerators 
is being erected on a 57-acre site 
here by Deepfreeze Div. of Motor 
Products Corp. Although Deepfreeze 
has been marketing refrigerators 
since December, these have been 
made by another source. Between 
500 and 600 employes will be hired 

Wis..-The third ex- 
pansion project since completion of 
its new factory in 1946 will add 
50,000 sq. ft. to the production facili- 
ties of La Crosse Cooler Co. here 
This expansion program is the eighth 
in the company’s 17-year history 
Since 1946, when the new plant was 
completed, 39,000 sq. ft. of warehouse 
facilities have been added 


LA CROSSE 


Freezer Sales Up; 


ACRN ‘Spec’ Issue 
Shows New Models 


In Cleveland, a Cleveland News 
“Why I Want a Freezer” contest 
netted 4,000 entries. In San Diego, 
85,000 flocked to a refrigeration fair 
at Balboa Park to look at, touch 
and dream of owning a home freezer 
Housewives in Memphis jammed a 
dealer's store in a three-day demon- 
stration series 


All over the country, what promises 
to be one of the biggest appliance 
booms is going full steam. Freezer 
sales are up over last year; April "50 
sales were double April ‘49 sales 
Hotpoint’s vice president of market- 
ing, Fred J. Walters, said recently 
that at present growth, the industry 
will sell 800,000 units by 1952 


ACRN’s annual Freezer Specifica- 
tions Issue, June 19, reported that 
the market is barely scratched. Much 
exploitation lies ahead to place these 
time and money savers in every 
average American home. Many new 
models were shown in this issue, with 
complete specifications given on most 
of the freezers now produced. ACRN 
dealer-readers were given a wealth 
of valuable information on the many 
sales angles of these appliances 


The pay-off to manufacturers——the 
lion’s share of the sales--is going 
te those in on the ground floor 
who are relying on intensive ACRN 
readership to drive their advertising 
story across to the freezer dealers 








Complete information on any of these 
topics. Check item and mail to: 


AIR CONDITIONING & 
REFRIGERATION NEWS 


460 W. FORT ST., DETROIT 26, MICH. 
“The Newspaper of the Industry” 











‘Pumpkin Pie’..and the 


“Leadership’s badge of honor is integrity . . 


. man’s moral 


obligation to society and to himsel}. It reveals itselj in every- 


thing he does. It is a way of life. There can be no true nor lasting 


leadership without integrity.” CENJAMIN F. FAIRLESS, PRESIDENT, UNITED STATES STEEL CORPORATION 


WHETHER AT A STOCKHOLDERS’ MEETING over pic 
and coffee, or supplying the steel to house the men of 
peace ... the force of character that makes U. S. Steel 


a great industrial leader is ever present 


For leadership carries with it a tremendous responsi- 
bility for square-dealing in every transaction 


every service, every policy 


It is I 


S. Steel's way of doing business. And we like 


Add to that our belief that every advertising contract 
on our books is a liability . . . until we do everything 
in our power to see that the advertiser profits from his 


investment, and we've pretty well covered our case. 


No Iron Ace salesman will ever talk to you about 
integrity. It's not written down anywhere, even in fine 
print in our contract form. But it will make you 
feel mighty confident that your advertising money is 


to believe it is ours, too, here at The Iron Act in good hands 





Think of the thousands of subscribers we have serv- 
proor hsete Seed sanenndpener andy oedema Let the record speck for 

The IRON AGE 
. IN PLANT COVERAGE 
. IN WEEKLY CIRCULATION 
. IN ADVERTISING VOLUME 
. IN MARKET SURVEYS 


. IN MARKET COVERAGE 


product their money could buy? Let The Iron Ace's 
renewal rate answer that—currently 79.9 percent, con 
sistently highest in its field, always one of the highest 


in all publishing 


How about Iron Ace advertisers? They and their 
agencies buy from facts, to be sure and year after 
year we have carried more pages than any publica 
tion in the metalworking market. But. basically, what 


they are buying is the integrity of our editorial poli- 








cies, our square-dealing with subscribers 





measure all Metal Magazines 


... and you'll make 


The IRON AGE 


WEEKLY 


your Ist Choice, too! 


Member of the AUDIT BUREAU OF CIRCULATIONS 


A CHILTON PUBLICATION, 100 42ND ST NEW YORK 17, B.F 
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BENJAMIN F. FAIRLESS, President of U. S. Steel, 
seen here chatting with two of his many bosses, 
at a recent stockholders’ meeting. Civil engineer 
school teacher, but a steel man most of his life 
from operations at Central Steel in 1926, 

to Executive Vice-President of Republic in 1930, 
President Carnegie-Illinois in 1935, President 

i LU. S. Steel three years later. A respected 

ndustrial leader, Ben Fairless is a fearless 

fighter for business democracy. (Sketched in 
the background — the new United Nations 
general assembly building, structural steel by 
S. S. subsidiary, American Bridge Company.) 
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pleasant personality, but—at the same 
time—he is (if at all successful) a 
pretty smart operator. 

His counterpart in the retail field, 
the store owner, is somewhat the 
same sort of fellow, perhaps a little 
less sure of himself inside for the 
reason that his business——being more 
sensitive to the vagaries of weather 
and fashion and more at the mercy of 


competition (number of competitors, 


aggressiveness of competition, price 
competition, etc.) is less stable than 


in an industrial market, tending to 

fluctuate violently and unpredictably 
but, outwardly, he is just as tough 

to do business with. 

the head of the 


house will be less interested in read 


As you can see, 


ing a description of your product (to 
which much advertising is normally 
devoted) and more (understandably } 
in its volume and profit potentials; 
less (unfortunately) in its sales fea 
tures and more in the cost of handling 
it through the shop; less in general 
ities concerning quality and more in 
what you're doing to create market 
acceptance and demand in his market 


invone Human Here? 


The salesman is an altogether dif 
ferent individual, with different pro 
blems. It is the distributor salesman’s 
job to travel the territory, visit dozens 
or hundreds of purchasing agents (sel 
dom seeing anyone more “human” ) 
The best he 


can do under the circumstances is to 


and pick up the orders 


ingratiate himself with parties whose 
practice it is to be shrewd and un 
pleasant, so that he automatically will 
get the business if he is on hand when 
the orders are ready to be plac ed 
For this purpose, he carries a tre 
thick and book, 


called a “jobber’s catalog,” or “price 


mendously heavy 
book” which contains everything he 
thinks he needs in order to make a 
sale. Actually, he seldom “makes a 
sale”: it is the curse of the business 

acknowledged by the trade itself 
that this salesman is no more than an 
order-taker 

Possibly it would be unreasonable 
to expect him to be more than an or 
dertaker. The 
one, primarily, of service local 


group 


jobbing function is 
warehousing, quick delivery 
requisitioning and billing of many 
small items. The jobber salesman 
could never become an authority on 


all the lines he handles. Even the jot 


ber who specializes—say, on power 
can’t afford 
to become or act as an expert on each 
of his equip- 


ment lines. 


transmission equipment 


power transmission 

The average retail clerk is an even 
more difficult person to rally to your 
cause. He—or she—is either unin- 
if interested, probably 
too busy serving all manner of cus- 
tomer demand and complaint to make 
any special effort in behalf of your 


terested or, 


product. Moreover, the clerk is seldom 
blessed with native sales ability and 
generally too poorly paid to care much 
about making a success. 


Won't Make Effort 


So you can see here, too, how much 
folly it would be to attempt enlisting 
the jobber salesman or store clerk as 
a loyal and conscientious member of 
your sales team. He won't make the 
effort because he has neither the time 
nor the inclination and perhaps not 
the talent to go through the various 
steps of creating desire, establishing 
conviction, pressing for order, re- 
quired to make a sale. 

He will sell 


what's easiest is usually what the pur- 


what's easiest, and 


chaser tells him he wants or—even 
worse-—what is cheapest. 

(Special note to any distributors, 
distributor salesmen, store owners or 
clerks who happen to fall upon these 
As I said, | deliberately have 
painted the picture blacker than it is 


u ords 


in order to dramatize the need of 
more intelligent planning of advertis- 
ing to middle men. But even you, | 
am sure, will agree that the carica- 
tures | have drawn are not without an 
element of verisimilitude. } 

All this does not mean that it is fu- 
tile to advertise to this man; my in- 
tention is to give you a realistic pic 
ture of how difficult it is to move him 
with the same appeals you direct to 
ward users 

Actually, the middle man is an ex 
tremely important factor in your op 
erations and should be treated as the 
definite type of individual that he is. 
Someone has said (quoted by the 
Copy ( hasers } 

“Dealers are not colored thumb- 
tacks on a map. Or dollar signs on a 
quota sheet. Or a drawer full of sten- 
cils. Dealers are men who marry wom- 
en and have children. To do this 
with a roof over their heads and meat 
on the table, they happen to stock and 


sell your merchandise. When you get 
right down to it, dealers are your first 
buyers.” 

It is astonishing how hazy a con- 
ception most advertisers have of these 
objects of their distributor and dealer 
advertising. A substantial number 
have so little regard for the peculiar 
“middle man” nature that they run, 
in such magazines, the very same 
copy they run in user magazines. It 
is, of course, irritating to be expected 
to read an ad obviously addressed to 
some altogether different party—a 
“tip-off,” to him, that you either do 
not understand him or are just per- 
forming lip service in advertising to 
him. 

For example, in the April 1950 is- 
sue of /ndustrial Distribution, the fol- 
lowing full-page advertisers—either 
from ignorance or from an ill-advised 
intent to save production—ran user 
copy with no change: 

Beaver Pipe Tools 


Now available at all leading supply 
houses—-don't accept substitutes. 


Link-Belt Co. 
Dodge Manufacturing Corp. 
Plomb Tool Co. 
J. Wiss & Sons Co. 
The American Pulley Co 
For your own slow-speed applica 


tions—find out about the drive that 
is ten years ahead. 


Century Electric Co. 
Specify Century motors for all your 
electric power needs. 
The Cleveland Chain & Mfg. Co. 
The Imperial Brass Mfg. Co. 
Armstrong-Blum Mfg. Co. 
Cut large holes through any ma- 


chinable material up to 1's inches 


thick! 
Republic Steel Corp. 
Simonds Saw & Steel Co. 


A Simonds “Red Center” Gives More 
Per Saw-Dollar. 
Cushman Chuck Co. 


Raise Your Speed Limits and Low- 
er Your Costs 


Atlas Chain and Manufacturing Co. 

Albertson & Co. 

American Saw & Mfg. Co. 

The Bunting Brass & Bronze Co. 
The leading distributor in your com- 
munity is, almost certainly, the Bunt. 
ing Distributor. From his complete 
stock, representing his investment for 
serving you, etc. 

The Ferry ¢ ap & Set Screw Co 

Foote Bros 
Gear Sets Rated to Your Job 


Continued on page 102) 
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SELL 


HE 


Radic 


Industry 


@ Editorial Purpose — 


Edited by engineers, for engineers, 
since 1912, The Proceedings of the 
I.R.E. has been an authentic source 
ot radio-electronix reseach and en- 
gineering application articles. Its 
basic publishing service is to report 
unabridged and accurately the en- 
gineering developments on which 
the radio-electronic 
advanced 


science has 


Its pages provide the engineer with 
working data, and the mathematical 
progressions which express electron 
ics. Tremendous work goes into 
these papers. The most painstaking 
care and accuracy are required by 
reading committees and staff editors 

resulting in a magazine of profes 
sional calibre upon which engineers 
can rely. 


@ Readers Interest — 


\ magazine that has scored firsts in 
the recording of every advance in 
the science of radio, years before 
this information would otherwise 
be public knowledge, naturally wins 
and holds its readership. 94% of 
I.R.E. members renew each year. 
83°, of non-member subscribers 
renew. 
DEFINITION 

Technically, the science of radio and 
electronics is one and the same. It is 
the science of electron emission, 
called ‘‘radio"’ in communications and 
“electronics” in industrial use. The 
same engineer is “key man" in 
each case 

159 advertisers, the cream of the ra 
dio-electronic manufacturers are ad 
vertising in The PROCEEDINGS 


of the I.R.E 





TO SELL THE 
RADIO 
_ INDUSTRY 





BS 





INDUSTRIAL MARKETING. 


Engineers 


@ Engineers as buyers — 


KEY to the great radio-electronics 
market is the Radio Engineer, the 
trained technician, engaged in design, 
research, production and operation. 
This man controls buying, for the en- 
gineer alone has the knowledge and 
experience for technical purchasing. 


A buying survey of 2373 engineers attend 
ing the Radio Engineering Show proved 
that 20.3°%,, buy equipment, 47.4%, specify 
for purchases, and 12.4%, have other au 
thority or influence 80.1°, of these en 
gincers in all have buying authority and 
interest We will supply full text of this 


study upon request 


Here are 36 of their specific buying inter 
ests, with percentage seeking information 
on these products 


17.8% Aviation Radio, 46.7% Amplifiers 
36.5°% Antennas, 13.8% Batteries 
23.6% Cables, wire, 37.8% Capacitors 
13.9% Cabinets, Chassis, 24.7% Coils 
9.8% Consoles, 22.8% Crystals 
38.8% Electronic Controls, 12.8% 
equipment, 19.1% Hardware 


facsimile 


20.7% Ceramics, 10.96 Induction equipment 

33.8% Loudspeakers, 39.7% Meters 

13.7% Motor generators, 14.86 Plastics 

31.2% Oscillators, 45.56% Oscillographs 

25.2% Power supplies, 25.4% Radar 

43.4% Receivers (all), 37.1% Recorders 

32.7% Rectifiers, 27.0% Relays 

32.4% Resistors, 68.0% Test Equipment 

30.0% Transformers, 26.8% Transmitters 

26.2% Turntables, pickups, 36.0% U.H.F 
Equipment 

54.0% Vacuum Tubes, 23.1% Voltage reg 

22.86% Tools for radio manufacturing 

Since 1913, advertisers have consistently 

found the PROCEEDINGS OF THE LR. 


a sales-producing medium 


(reat By-Produet 


of an engineering idea! 


THE IRE Balanced 
Promotion Package 


was an anexpected, but logical by-product 
of the Institute of Radio Engineers. The 
founding scientists and the thousands of 
radio men who were to apply for member- 
ship, and set and meet the engineering 
standards which are IRE today, did not 
recognize themselves as key men to a 
market. 


A Wat such mén make » market! Only 
the engineer qualifies for technical buying 
in a scientific industry. Who else can “set 
the specs” for an electronic tube, com- 
ponent or instrument, except the design 
man who creates the circuit, and must 
make it work! 


/\ And so the “Proceedings of the LR_E.”, 
their monthly magazine; and “The Radio 
Engineers Directory”, (the IRE Year- 
book) ; and their Radio Engineering Show 
have become media to reach these buyers 

all parts of a balanced package of prod- 
act promotion, reference, and presenta- 
tion, unparalleled for effectiveness a 
great by-product of the IRE idea. 


Te SELL the Radio Industry 
TELL the Radio Engineers 


THE INSTITUTE OF RADIO ENGINEERS 


Established 1913 


A Balanced Promotion Package 
“Proceedings of the .R.E.” The IRE Yearhook 
The Radio Engineering Show 


303 WEST 42nd STREET, NEW YORK 


Circle 6-6357 


18, N.Y, 





How to Use Press Clippings 


and Radio Response Service 


By ARTHUR M. YORK 


- 


U.S. RUBPER COMPANY 


INET EL 


erry Doeney, 


"A pneunmet 
Air Poree's 


RUBBER COMPANY. 
temperetures. 


insuletion and 
*® pound end 


"Outelde it 


RP ining the 


STATES PUBRER DEVELOPS ARCTIC FUT 


¢ Quonset hut thet 
e@eet 
Aeroneutieos) Leboretories 
It consists of tec 
sith « Neoprene ertificiel rubber, thet ofl) withetend law 
The sir epece dbeteween the te 
supporte the eellse of the hut et « 

lf per equere inch. The hut will eithetend geles 
up toe 100 elles en hour. 


is colere 


egeinet the Arctic snows ine!de, 
retein light end heet.* 


Toe Angeles 





Publicity Results 


You can't use the advertising rates of a publication to compute the dollar value 


of the “publicity space” thot your company gets in editorial columns, because 


publicity results are not measured solely in inches of space. But you can set up 


gages and guides for publicity effectiveness. How to use them is described in 


th’s seventh article in a series by members of the Industrial Publicity Association 


of New York. 





radio re 


pr SS CLIPPING and 


sponse services are the “radar 
yes” of the industrial publicist. 
Without their aid, he 
deal of 


the mists of uncertainty. 


would do a 
blind sailing through 
With them, 


conserve effort and expense, 


vreat 


we can 
justify his labors, and keep in closer 
needs and desires ol 


ouch with the 


More specifically, here are the main 





Radio Reports, Ine. 
m0 EAST «nd STREET 
NEW YORK iN Y 


Mi eee PM cone 





November 2, 1949 


over WSTC (STAMFORD, 
7ONN): 


‘World Diery et 5:50 P.m@, 


cen be infleted by hend ts the 
It wes developed by 

D STATES 
cloth costed 


arctic werfere. 
of Deyton, hic, end the UN 
leyers of cottor 


std to 


levers serves es 
pressure of only 


renge to make it eestly seen 
it's eluminus color to meke it 


bright 


New England New York Washington 








LISTENING POSTS 


cities for listening to radio shows on which clients 


are maintained by Radio Reports, Inc., in 


nine major 
names might be mentioned 


Service is parallel to newspaper clipping services. Transcriptions are made so that 
parts of show can be typed out later in a report like this for the client 


uses of the clipping and response serv 
cers; 

To determine the extent to which 
our news releases are picked up by 
the press, and thus measure our effe« 
tiveness. 

To guide us in types of stories the 
editors most want and how they like 
to have them handled. 

To keep an eve on what competing 
companies are doing and how they 
handle publicity. 

To feel out public attitudes by ob 
serving what the press says about our 
firm in its editorials 

To sell the management of our firm 
on the importance and effectiveness 
of our work. 

These are the things the clipping 
and response services can do for the 


should de 


pend on them for these services. 


industrial publicist. He 


\ word of precaution: we should 
not lean on the publications and radio 
stations themselves for such services. 
It has unfortunately become the pra 
tice of some publicists to ask editors 
for tear sheets and clippings. Some 
have gone so far as to enclose a re 
turn card with the news release. ask 
ng the editor to indicate whether he 
will use the story and when. and re 
questing a tear sheet upon publication. 

This has a bad psve hological effect 
It suggests to the editor that we are 
what he can do 


nterested more in 


‘ 


for us than in what we can do for 


him will he more 


The publicity ma: 
successful if he approaches editors 
ilwavs with the sole attitude of try 
ng to perform a service for press and 
radio. That is why we should leave it 
up to the clipping and response sery 


Centinued on page 1? 
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the only publication 
covering the industrial 
market at its influential 


laboratory level 


INDUSTRIAL LABORATORIES — The only 
Publication edited solely for key laboratory 
personnel — starts with the October 1950 issue. 
It will give this large, influential group brief, 
factual reports on the new laboratory apparatus, 
equipment, instruments, materials and supplies 
so necessary to their projects. 


INDUSTRIAL LABORATORIES will have a 
guaranteed controlled circulation of over 20,000 
per month — by name and title — reaching the 
department heads of Research, Development, 
Control and Testing Laboratories and Pilot Plants 
operated by industry. In addition it will cover 
the Government, University and Independent 
Laboratories cooperating with industry. 


Research and Development teams are impor- 
tant, not only to the supplier of apparatus and 
equipment for the laboratory, but also to the 
manufacturer whose products must receive 





laboratory approval before their acceptance for 
production. 


The rapid growth in number, size and importance 
of industrial laboratories over the past ten years 
has been phenomenal. F. W. Dodge Corporation 
reports that over $350,000,000.00 has been 
spent in the past five years for laboratory build- 
ings alone. Over 187,000 technical personnel 
were employed in these laboratories by 1949. 


Now, for the first time, it is possible to present 
your products to this complete group that exerts 
such a tremendous impact on the purchasing 
policies of industry. Your advertising in the 
October issue will place your products before this 
audience at minimum cost. Extensive surveys 
have shown that they want this magazine — they 
are waiting for it—and they will be interested 
in seeing your advertisement. Forms close 
Sept. 10~— write, wire or phone for full details. 


| baratones 


INDUSTRIAL 


201 NORTH WELLS STREET « 
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CHICAGO 6, ILLINOIS . 


LABORATORIES PUBLISHING COMPANY 
DEARBORN 2-0369 


6! 





@ Sales Promotion Ideas 


| comment OM CATALOGS © BOOKLETS © DIRECT MAIL © EXHIBITS © MOTION PICTURES © SLIDE FILMS © SALES ners] 


Outdoor Road Show Sells 


in Rain or Shine...or Snow 


A SMART way to sell chain saws 
f 

. to mill 

loggers, axemen and farmers is to 


operators, swampers, 


take them into the woods and show 
them how to use your saw to best ad 
vantage 

tut a chain saw is a large piece 
of equipment. Like most industrial 
equipment, it can't be carried to the 
customer's door. And there are no 
samples 
Philadel 


phia, got around that one by develop 


Henry Disston & Sons 
ing a mobile unit program that per 
mitted two-day demonstrations in 


many widely scattered towns and 


made it easy for the potential cus 


tomers to attend 


The program was shaped up as fol- 
lows 

Management decided that the first 
prerequisite of the program was a 
crew of competent chain-saw experts 
who knew their way around a timber 
stand—men who could take a chain 
saw into the deep woods and notch 
and fell a tree in a matter of seconds. 

Second, travel time had to be held 
down, to reduce costs. The crew 
should be able to end a demonstration 
one day, make a 400-mile overnight 
drive, and start another demonstra- 
tion the next day 

So the company designed a ma 
chine-shop-on-wheels, a two-and-a-half 


tun van containing drill and arbor 


presses, saw-sharpening equipment, 
an air compressor, a generator power 
ful enough to light a seven-room 
house, and a complete supply of spare 
parts. The van was a small factory. 

It also carried sales films and loud 
speaker equipment. 

Two vans started on a 16,000-mile 
tour through 21 states, giving two-day 
“package” shows at each stop to audi 
ences averaging 75 or 100 saw owners 
and prospective owners and local 
mechanics who service saws. 

The first day of each show begins 
with slide films, includes a recorded 
message from President Jacob S. 
Disston, Jr., and winds up with a full 
color 16 mm. sound film, titled, “The 
Woodcutter’s Dream,” showing chain 
saws in use in the Northwest. 

The second day. with the flavor of 


“round-up time” features a down-to 


earth demonstration in an outdoor 
setting. Invited mill operators, loggers 
and farmers travel in a motorcade to 
a wood lot where chain-saw experts 
set loose a cutting-chain turning at 
770 feet a minute 

Basic education in notch cuts, buck 
ing techniques, felling a tree uphill 
or downhill occupy the morning. In 
the afternoon the customers get to try 
the equipment—under the guidance 
of the mechanics 
included 


' 
Results have inquiries 


from prospects, requests for dealer 
ships. on-the-spot sales by established 


dealers and queries about future 


shows. Results have justified adding 
a third van. which has just hit the 


road 
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65,100 
PIES 
tal 

istribution) 


A PENTON PUBLICATION 
1213 West Third Street 
Cleveland 13, Ohio 


INDUSTRIAL MARKETING, Augest, 1950 


How much 
(sa 





worth 
to you? 


apparent when you look beyond the original sale. 


N.E.D. inquiries are proven sales leads... but their real worth becomes 


The real value of an inquiry is the value of a new customer on your books. 
Early this year an advertiser pointed out to us just six examples of N.E.D. leads 


which have already produced over $5,000.00 in new business . . . yet the original 
sales ranged from $14.00 to $124.00. 


From a Wallpaper Manufacturer: 
N.E.D. inquiry received June 1, 1946, 
First order July 7, 1946 for $114.40. 

7 repeat orders to date totaling $541.00. 

From a Furniture Company: 

N.E.D. inquiry received May 23, 1946 
First order June 24, 1946 for $69.60. 
5 repeat orders to date totaling $427.00. 


From a South American Manufacturer: 
N.E.D. inquiry received March 22, 1946. 
First order April 18, 1946 for $78.75. 
6 repeat orders to date totaling $845.00 


From a Steam Laundry: 
N.E.D. inquiry received February 15,1947. 
First order April 8, 1947 for $57.00. 
9 repeat orders to date totaling $715.00. 
From a Large Steel Company: 
N.E.D. inquiry received May 1, 1947. 
First order Nov. 4, 1947 for $124.20. 
6 repeat orders to date totaling $1,804.00, 
From a Rayon Manufacturer: 
N.E.D. inquiry received May 24, 1949. 
First order May 27, 1949 for $14.00. 
Second order June 6, 1949 for $72.00. 
Third order August 9, 1949 for $72.00. 
Fourth order Nov. 21, 1949 for $258.00. 


The complete story of N.E.D.’s ability to bring you new customers is in our 


We'll be glad to send one immediately. 


booklet, “Proved Readership”. If you haven't received a copy, write us today 





Editorially Speaking 


® Your Employes Should Hear The Tax Story ef cttention cheut this tne of year. Teo many ia- 


dustrial ad-men consider this activity as a seasonal 
The tax situation is like the weather—evervone 


sport. They t into high gear and rush in to top 
talks about it, but no one seems to do anything about = 7 & ao mage oF . I 


management, and tell about what they are going to 
it. Almost no one, that is. There are a few editors of & Ate 


do : i ~quest. © its 
employe publications who take the time and effort lo with the appropriation they request ften 


e . > “ as are 0 » & d- 
to tell their readers just how much of their earnings the first time management has heard from the a 


ase guinn for tenes. And im seseut vane came of thie vertising department for months. 


information is turning up in annual reports No wonder the brass flaps its ears back. sets its 
_ . > le. refuses t 
Pettibone Mulliken Corp. is one organization who feet and, like an exhausted pack mule, refuses to 


believes that their employes should know what the budge. “Selling the budget” is a year-around job 


t some x the ace ww about over 
score i The company s recent annual report used not omething that you race your mot 


un entire page to tell the tax story. Under a head a period of just four or six weeks. 


line, “What High Taxes Mean to a Man With $3.000 


Because top management doesn’t inquire about ad 
a Year Income the company suggests that taxes are 


vertising from week to week, or month to month 
the concern not only of the rich, but also of the doesn't mean that they are not interested 
poor and reminds the reader of some often for 
gotten facts about taxes. It mentions our many over One mid-west industrial advertising manager has a 
lapping taxes which pop up at almost every stage in ‘vear-around” approach that bears talking about. He 


the processing of raw materials into finished prod wants his bosses to know what his department is 


ucts—taxes which must be paid by producers, manu doing, what it has just completed, and what it plans 


facturers, wholesalers, retailers and shippers, who to do in the near future. He spends, at the most, an 


in turn pass them onto the ultimate buver in the hour a month to accomplish this—and it certainly 


form of higher selling prices pays off 


lays tax load is the best kept secret in the Here's how he does it. At the first of each month, 
vuntry, the report explains. “Hidden taxes in 1949 a simple report is submitted. It has three parts. One 
were more than $700.00 per family about $60.00 carries a listing of “projects completed during the 
per month heavier than the inc« tax. Each of past month.” Another lists “projects nearing com 
ontribute four months of our pay to the pletion.” and the third shows “projects s« heduled 

the government, leaving us only eight to start this month.” 


ur pay tor support o ourselves and 
Simple, isn't it yet it's quite likely that not mors 


than one ad manager out of ten takes the time and 


trouble to submit such a report 


Isn't it logical to think that a management wh: 
let i on the activities of its ad department 
times a vear instead of just once, will be a 


easier to sel 


And such a report has a se 
quently it's easy for a departme 
while at the same time actually 

bs. The monthly report will spotlight this 
© Catting Budgets Approved dition right away —permitting the advertising 


Is a “Year Around” Job er to take corrective act at onee 


the vear around” budget selling tech: 


rks 


INDUSTRIAL MARKETING, August, 1950 





Jian needed writing moterials, he peeled bark from a 
day, however, the production of stationery for the Stationery And Miscellaneous Paper 
myriad needs of commerce and industry is a big. competitive business Goods Advertisers’ in Business Week 


One pr Diem c Di ess tot onery suppliers is to reach the buy€ r 
Avery Adhesive bel ¢ 
1 the most ecor 1| way—to make their advertising dollars produce aes Labe 
the highest possible urn in sales. To achieve this goal many adver 


tisers regard Business Week as an ideal medium. 

REASON: Business Week reaches a highly concentrated audience of 

Management-men executives who make or influence buyir g deci 
e goods or services are sold to b 


yers with the least waste circulation. 


r the post 5 years has carried more bu 


other general 


$ proves ;ust 


YOU ADVERTISE IN BUSINESS WEEK 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 





NEW CASLON 


It breathes the very spirit of commerce; direct, 
decisive, distinct, sound, emphatic, efficient 
and economical of space. New Caslon is one of 


the most practical and versatile faces ever in- 
-roduced, suitable to the broadest application 


Itisan extremely wearable design, with grace- 


ful but sturdy serifs; an excellent body type 
with vigorous color that skilfully evades bold- 


exceptionally readable on any stock 


New Caslon beau 


ness 
Splendid as a display ty pe 


tifully retains the feeling and features of the 


orutinal Caslon design. Of medium werght and 


width, about midway between Coaaslon MO and 


CCaslon Bold, with round, open capitals; and al- 


ways a large face for its point size. Available 


ind itale trom 6 to 48 pont 


ciomen sheets showine 


AMERICAN TYPE FOUNDERS 


2000) Elmora Avenue, Elizabeth B, New Jersey 


* Branches in Principal Cities 





Ten Ways for Salesmen 
to Woo the Purchasing Agent 


By J. &. COLEMAN 
Pir Acent 
sht & Heat 


yh Group mpanie 


hasina 


Manitoactiur 


PURCHASING AGENT can help 
£ a good salesman to become a 
better salesman. A successful sales- 
man can help a good buyer to become 
a better buyer. Both men will profit 
if they will only take time to acquire 
a better understanding of each other's 
problems 

| was a salesman for many years. 
Now, I try to do an effective job of 
buving for seven associated gas com 
panies that have common ‘xecutive 
offices in Pittsburgh, Pa. Therefore, | 
do appreciate some of the problems 

both the salesman and the buyer. 

Based on my experience, the fol 
lowing is a list of what each wants 
from the other, and should be getting 
for maximum efficiency of both par 
ties. Some of these things should be 
obvious but are often ignored both by 
salesman and purchasing agents. 

This is what the purchasing agent 
wants from salesmen: 

|. Make an appointment. When a 
lengthy presentation is necessary, an 
ippointment permits the buyer in 
many cases to schedule his time so 
it will not be necessary to rush the 
salesman, or cut short the interview. 
This eliminates the necessity of a sec 
ond call when one call should be mu 
tually sufficient. 

2. Be on time for the appointment 
Tardiness may cause conflict with ap 
pomtments of other sales representa 
tives 

} Respect scheduled calling hours 
when you do not have an appoint 
ment. The salesman should realize 
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the buyer has much routine work 
which must be accomplished each day. 
Visiting hours are established partic- 
ularly to take care of this situation. 

Late afternoon calls on the pur- 
chasing agent, unless by appointment, 
often prove unsatisfactory. The pur- 
chasing agent at that time is usually 
reviewing the purchase orders typed 
that day. The salesman should soon 
learn the daily routine of -his cus- 
tomers and try to make his calls suit 
their daily routine. 

4. Contact through the purchasing 
department. Contact with other de- 
partments should be through the pur- 
chasing department. The good pur- 
chasing department will willingly ar- 
range any necessary meetings with 
the various interested individuals in 
his organization. 

Many salesmen by-pass the pur- 
chasing department. This may react 
to the salesman’s disadvantage when 
inquiries are sent out. Such a sales- 
man would probably receive an in- 
vitation to bid. But, if the purchasing 
department is not familiar with their 
specific products, and does have a de 
tailed knowledge of a competitor's 
product, which may appear to offer 
the best buy, the order in all proba 
bility would go to the competitor. 


HAPPY is the purchasing agent whose 
callers make an appointment 


“YES, LAST 
SUMMER WHEN 
' WAS UP NORTH 
og FISHING WITH 
YOUR Boss...”) 


_— 


A SALESMAN’S friendship with the 

buyer’s boss is wonderful, but don't 

dwell on it. You will sound like—and 
be—a phoney 


5. Make a sales presentation. It is 
something that all purchasing agents 
appreciate. However, the salesmen 
who make such formal presentations 
are definitely in the minority. 

6. Base your selling on merit of 
product. Some salesmen calling up- 
on buyers open the conversation by 
saying they are very well acquainted 
with the “boss.” They spend much 
time stressing this relationship, and 
thereby cause buyers to doubt its 
authenticity. 

This sort of approach hurts the 
salesman. The buyer suspects that 
the product is not as good as the 
competition, and that, therefore the 
salesman resorts to an appeal of a real 
or fancied friendship. 

7. Be a customer's representative. A 
good salesman usually acts as the 
customer's representative when deal- 
ing with the salesman’s company. He 
knows the customer's requirements 
and the vendor’s ability to satisfy 
these requirements. 

If the requested material is not 
available, the salesman should know if 
one of his company’s other products 
will be satisfactory, at least for an 
emergency. 

8. Reply promptly to requests for 
information, 

9. Give honest market information, 
An estimate of future conditions is 
always subject to error, but the buyer 
expects truthful information so that 
he may purchase wisely. 

10. Tell how other customers are 
using your product—especially if it 
is new. It is surprising how few sales- 
men take advantage of the fact that 
their new products are being used by 


oy 





other customers in the same location 
or trade 

Lists of users are frequently at 
tached or included in catalogs. But 
it is much more impressive if the 
salesman, when the use is not confi 
dential, will tell his prospective cus 
tomer of similar organizations using 
this product. The buyer wants such 
information. He may even ask to see 
it being used by another company 

The salesman, however, is not the 
only one who needs to c« operate bet 
ter. Purchasing agents, too, can im 
prove their methods of working with 
salesmen. The following is a list of 
methods or policies to which purchas 
ing agents should conform in their 


If the sales 


purchasing 


relations with salesmen 
man is working with 
agents who do not conform, he and 
his sales manager might well begir 
a program of education of these pur 
chasing agents 

This is what the salesman wants 
from purchasing agents 

] / prompt and courteous ree ep 
tlio The salesman’s time is valuable 
to himeell, his company und its cus 


Pherefore should 


not be wasted by a pure hasing «ce part 


tomers his time 
ments methoent svstem of handling 

presentatives 

utive has no time tor an 
interv the purchasing department 
receptionist should inquire as to his 
business, ask the salesman about the 
nature of his call and advise him that 


cone else would be glad to see hir 


The alert purchasing 
| 


department re 
nakes the most 


wledge and 


“pects the salesmar 
ft h specialized kr 
lad to see this representative who cat 


rly ise fnew products and methods 


INDUSTRIAL” Actress Lois West- 
gren, on the set in Yale & Towne Mig 
Co's. new sound color motion picture, 

The Talking Hoist,” prepares for 
shooting by putting Load King’s face 
in place. The sales training film was 
produced for the company by Cinecraft 
under supervision of Fuller & Smith & 
Ross, New York. Prints of film are 
supplied to Y&T distributors on a loan 
basis for presentation to customers and 
prospects at meetings arranged by dis- 


tributors (1M, May) 


. ‘ panies certain items 
chased through a 
ad group ot vendors 
1 factor. The time 
eller and buver will be conserved 
is advised of these buy 
his first visit 


what 


wanted by the buver is not available 
lor an emergency shipment, the sales- 
man’s knowledge of his customer's use 
of these products may permit him to 
recommend a substitute product. 

>. Correct specifications Do not of- 
fer unnecessary specifications to ven- 
ders who wish to submit bids. If the 
acceptable tolerance is 1/100 of an 
inch, a specification calling for 
1 1000 of an inch may cause consid- 
erable machining and fabricating dif- 
heulty 
price to the buyer 


This consequently raises the 


6. Maximum lead time in filling or 
ders. Some buyers ask for immediate 
delivery when it is unnecessary. The 
buver should consider the seller's 
problem and realize the difficulties 
when 


and extra incurred 


quick delivery is requested. The sell 


expense 


er is much more likely to go all-out 
to help the customer who usually or- 
ders ahead, than he is to help the cus 
tomer who always wants special con- 
sideration. 

Reasons "u hy he does not receive 
an order ajter quoting on an inquiry 
Considerable time and effort may go 
into preparing a quotatior submitted 
in response to an inquiry from the 
buver. If the order is awarded to an 
tther vendor. the seller is acting prop 
erly if he inquires whether the order 
has been placed, and if so. the reason 
he did not receive the business 

8. Permission to secure proper con 
tacts in the buyers organization 
through the purchasing department 


Many 


lax m providing the 


purchasing departments are 
salesman with 
woper contacts in the company. If 
the salesman cannot see the operating 
personnel 


ind «other department 


through his calls on the purchasing 
department, he will soon by-pass the 
purchasing department. This will be 
to the probable detriment of both 
seller and buyer 

9. Notification when defective ma 
ferial is receiwed When a buyer re 
eives defective material and simply 
stops pure hasing a supplier s product 
the supplier 


without an explanatior 


} 


salesman has not had a full chance 


pr we his con par y can produc e 


1 satistactory product 


The purchasit 
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Management men _ constitute 
50% 
constitute 50% of the users of 


MacRAE’S BLUE BOOK. 





and purchasing agents 











Purchasing agents comprise 
50.7% of the users of this familiar 
buying guide. The remainder con- 
sists of those whose administrative 
functions also include that of pur- 
chasing and specifying: managers, 
superintendents, presidents, vice- 
presidents, treasurers and _ secre- 
taries, owners, partners, etc. 

Of the users, 77.7% state that 
they and others in their department 
refer to MacRae’s Blue Book “fre- 
quently.” Based upon their needs, 
this may mean several times a day, 
a week, or an hour. 


MacRAE’S BLUE BOOK produces more 





productive inquiries 





Hundreds of comparative records 
prove that, in quality of purchase in- 
quiries — from the most important 
purchasing points in American indus- 
try — MacRae’s Blue Book is undupli- 


cated. Purchasing and specifying 


officials show a decided preference for 
this time-tried source of reliable pur- 
chasing information. This preference 
for MacRae’s Blue Book is reflected in 
the productiveness of the responses 
advertisers receive. 


Advertising in MacRAE'S BLUE BOOK is effective around 





the calendar 





MacKae’s Blue Book is used con- 
stantly throughout the year. When 
each new annual editon is published, 
some used copies are returned to the 
publisher for re-issue to less important 
purchasing points. The great majority 
of copies are passed along by the users 
themselves to subidiary purchasing or 
specifying offices in their own or 
neighboring plants. Nearly every old 


copy of MacRae’s Blue Book remains 
in use until it begins literally to fall 
apart. 

It is conservatively estimated that 
fully 75,000 copies of MacRae’s Blue 
Book are in use at any one time. 

For 57 years, MacRae’s Blue Book 
has proved to industrial advertisers 
the value of its pages for the presenta- 
tion of their messages. 


MacRAE'S BLUE BOOK 


18 East Huron Street 
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Advertising 
of small 


company 


strengthens 


its 
competitive 


position 


By G. D. CRAIN, JR. 


B' 1B HAMILTON, 38-year-old 
president of Dumore Co., Racine, 
Wis., has some very definite ideas 
about the part advertising can play 
in the marketing operations of his 
company. 

This is to be expected, as Bob 
started with the company as advertis- 
ing and sales promotion manager, 
later filling the post of sales manager 
before taking on the presidency when 
his father, L. H. Hamilton, became 
chairman of the board in 1947. 

“Advertising has been too much of 
a stepchild in the thinking of com- 
panies selling to industry,” he asserted 
recently. “It can and does play a big 
part in creating markets for a com- 
pany’s products. It usually happens 
that field selling takes the lion’s share 
of the credit for getting business, and 
advertising is seldom credited with the 
large part which it plays in building 
acceptance for products such as ours, 
where quality is the big feature and 
prices may be higher than those asked 
for competitive items.” 

Dumore, which makes grinding ma- 
chines and flexible shaft tools, sold 
to the metal working field through 
distributors, and fractional horse 
power electric motors sold to manu- 
factvrers as original equipment 
througn manufacturers’ agents, is in 
the position of many other smaller 





PERSUADING BUYERS that the price tags on Dumore Co.'s tools are justified 
is a major objective of Dumore’s advertising. Business paper ads (right) and dis- 


tributors’ literature (left) are mainstays of company promotion 


BOB HAMILTON 


companies which are in daily and di- 
rect competition with much larger 
companies whose sales organizations 
are far more extensive and whose ad- 
vertising, in total, is much bigger in 
terms of appropriation, number of 
media used and number of products 
advertised. 

“The small company,” Mr. Hamil- 
ton explained, “must sell on a basis 
which reflects the personality of the 
business. Dumore products are made 
and sold with quality constantly up 
permost in the minds of the workers 
who produce them and the men who 
sell and distribute them. 

“We are not and probably never 
will be a mass production house, sell 
ing at relatively low prices. We build 
too much quality into our tools for 
that. Thus our advertising has the 
task of getting over to the trade the 
fact that we make quality tools and 
that the price tags they carry are 
justified 

“Because this is done, Dumore be 
comes a prestige line for our dis 
tributors, who want to be able to carry 
it and to make it available to the cus- 
tomers who are looking for something 
a little better at a little higher price 
than run-of-mill products. This is a 
fine competitive position to be in, and 
it is one of the elements of strength 
which Dumore advertising has helped 
to build.” 

Dumore sells its tools through sev- 
eral hundred mill supply houses, 
which today prefer to be called in- 
dustrial distributors. District sales- 
men call on them constantly, work 
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The time and place to sel! materials, 
parts and finishes is in 








Materials & Methods 


where over 18,000 paid subscribers concentrate 
on editorial content that deals exclusively 
with the materials problems of product 

design and manufacture! 


There's only one reason why more than 18,000 materials engineering men sub- 
scribe to M & M. It’s because they want help with the materials problems of product mpusees & 
design and manufacture. Materials & Methods provides this, nothing else. served by MAM 


In the hard goods or product manufacturing industries, the materials-specifying Automotive products and parts 
function is exercised within 5 Technical Title Groups: rn KUT 


§ 





equipment 
Railway equipment ond rolling stock 
Technical Management Men + Engineers - Designers Hy wv one @ tools 


Metallurgists + Plant Production Men a etneer mes nad . 














Not all the individuals in these five groups perform the materials-specifying 
function. The men who do are the ones who find M & M's editorial content (devoted 
exclusively to materials engineering) of vital interest. This explains why M & M 
alone delivers the largest concentrated materials-specifying audience in the world. 


In Materials & Methods you buy only the attention of materials engineering men. 
No other publication guarantees you such an absolute minimum of waste circu- 
lation if you sell materials, parts or finishes to the product-manufacturing industries. 


America’s 21 marta place Nlaterials § Methods 


for emgmeeri. als, . ° . . 
fume and Sciehes The Magazine of Materials Engineering 


bo ae RE. UM CNS eB” Oy 6SR ES MES US A BEE SES OS SE RE SON. Tee oe mes 


mowsbly meeting place A REINHOLD PUBLICATION 


for over 18,000 men who 


perform the materials 330 West 42nd Street, New York 18, N. Y. 


specsiyeng function m the 
prodact manufacsurmg 


mmdusirses Philadelphia + Cleveland + Chicago * Dallas 
Los Angeles * San Francisco + Seattle a @ 
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with their salesmen, make demonstra 


tions when these wwe in order and 
even, if the distributer is hard pressed 


will go out and complete a sale tor 


him ly short close contact with dis 
tributors and their salesmen, many of 
visited the 


whom have factory trom 


time to time, is a key to the polic vy of 
ood relationships with the men on the 
firing line 


Mr Hamilton 


facturers have worked so hard to get 


believes that manu 


und hold distributors that they have 


sometimes forgotten the real functions 


When the 


manufacturer has to handle too many 


service will be rendered 


lrop shipments, the latter is perfor e 
of the functions of 
which the dis 


taking over some 
the distributer, for 
tributor is being paid 
\nother reason why Mr. Hamilton 
wleves that advertising is essential to 
strong competitive position is the 
ibility of the manufacturer to keep a 
teady flow of live leads flowing to 
he distributors. Dumore’s advertising 
publications and by direct mail 


vl wes a large volume rf inquifies 





I'M AFRAID you got the wrong idea the other 





day when I said we should put 


a little ‘sock’ in our direct mail advertising.” 





of ennciclle et miustry bor 


imple he points vut that the 
tributor is 
tke deliveries and handk 


is well ya ff pr ‘ rl 


expected to arry a sto 
collecth 
ell the 
' represents 
! ulties uf 

e dist: 


wert 


are hese re nerchandised the 
distributors, many f whom have an 

lent record in converting them 
rders. Consequently they are 


1 both that Dumore is a good 
e sold readily, and 
iggressive ad 
ve hus distributor 
eration 
ctions of the Dh 
radi the value 
cated by his rece 
larged adver 
vid SO 


While Dumore 


st advertisers 


is probably greater, in percentage of 


sales volume, than most others of its 
kind, approximately 6°¢ of total sales. 

“Advertising to industry,” he said, 
ought to be written with the idea that 
engineers, production men and busi- 
ness executives in general are human 
beings. Thus they should be ap- 
proached as men first and technicians 
second. Imaginative treatment of in- 
dustrial themes will get their interest, 
und the advertising manager who 
gets away occasionally from a strictly 
technical dis ussion of his mac hines 
will get a better reading than if he 
never rises about that level of copy.” 
Ham- 
ilton displayed a plaque which he won 


at an NIAA convention back in 1941 


for a series of direct mail pieces to 


During the conversation Mr 


distributors featuring various animals, 
jewelry, mountains etc.. and compar 
ing some of the qualities of Dumore 
tools with those of the subje« ts por 
traved. He recalls that this series made 
a distinct hit with the so-called hard 
boiled executives of the mill supply 


houses handling the Dumore line 


Be on an Even Basis 


“I am convinced,” he concluded, 
“that advertising can play a much 
larger role in industrial selling than 
it has ever been asked to do in the 
past. It is particularly important to 
smaller companies, which are in com- 
petition with the giants of industry, 
to do a good job of advertising, be 
cause they are then on an even basis 
with the biggest competitor as far as 
the reader of the advertising is con 
cerned. 

“I have our advertising managet 
report to me, as president of the com 
pany, and | believe that advertising 
executives generally would accomplish 
more if they were guided in thei 
policy thinking by top management 
work closely 
but should not 
be subordinate to them. Rather they 
should be part of the same team both 


They should of course 


with sales executives 


responsible tk management tor re 
sults. The er should 


be able to lead and t pioneer in ex 


uivertising manag 
ploring new ideas and new markets 
In that way he can keep advertising 
onstantly at work as a leavener and 
oter of increased knowledge, ap 
thor and acceptance o 1 com 
ny s products 


Arnold Andrews Agency. Milwau 


indles the Dumore account 
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SIGN OF A GROWING MARKET 


and nmcTeas sales appeal 


ed growth will be on 

I ilready se tting rec 

msumption of plastics 

i the United States for 

rd 1,189,200,000 

{1s ver the 1940 level 
0% over 1946 





s industry may 
r pr wxhuct or 
; i“ Ip om in 


tial in it 


a BRESKIN PUBLICATION 





MODERN PLASTICS ° 


MAGAZINE 
122-L East 42nd Street ~ New York 17, N. Y. 
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Employe Communications - Public Relations 
industry's Relations with EMPLOYES + STOCKHOLDERS ° DISTRIBUTORS + SUPPLIERS - NEIGHBORS \ 


F 


By ROBERT NEWCOMB and MARG SAMMONS 


How Seiberling Sells Sales 
to Plant 


Employees 


raw) THE AVERAGE employe in an 
industrial plant, the functioning 
sales departine nt 


as the pri 


of his company s . 
tbout as well understood 
ciple of the hydrogen bomb 


sales re pres ntative 


| hinn, the 
" lib individual who 


in chairs. If the salesman ac 


spe nds most 


his tiene 


unvthing for the comm 


ou pl shes 
r doesn't know wh 


ood, the worke 


irtain beyond which the 


DEALER MEETINGS like this one at Los Angeles were held throughout the 
anagement teams of Seiberling Rubber Co. to invigorate and re-edu 
The Seibeneer,” company publication, covered the meetings thor 
plant employes about the company’s new sales effort. L. M 


vice-president in charge of sales, is the speaker 


! cannot reach was 


met country by m 
ntionall ate dealers 
busw with ughly to help inforn 

Seiber ling 
mncuntrial managemes ’ remote control letter campaign edits the employe journal, “The Sei 
1 messages of e1 beneer.” Mueller managed the pub 
ood cheer. It was lie ind chronicled the 
round-by-round story 


uch time nl mor 
} 

wit ! ordes 
itv for the tour 


rto expla 
iragement ane 

shed through a trip to in the company 

paper 

The year 1949, pretty painful fi 


distinct bless 


the company s execu 


pr wided one 
it brought all the 


> closely 


12.000 Mile Tour g for Setberling 
, coprle 


of together 


n the company more 


When the first period's re 
npany had taken 


| t the took to th oad 


d 12,000 miles. The mn. the 


turns were 1 
und the news 


wrthrightly rep rted in The sel 
time No pune hes were 


miferences with deal 1 bad financial licking 


t= i tl cities was 
heneer it the 
ed ancl all the im fac 


and they met with 
tis were 
lainly stated 


by Editor-publicist Mueller was 


headed 
With h content. however. mere 
presidents—H P the grim tidings. He 
f production, and 
nharge « f sales rea 

er, truck tire sales ould d 


ind Jack Lotze. manager of 
tube Department by 


nswers to the quest what his 


| 


cers 


mselves 


situa 


and sealed-air 
t but vy mm neans least ported th sus department 


os Mur ! handles heads: there we 


for Seiberling and t ther In the n 


ountry. It wast any 
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95.8% 


SAY YES! 


MACHINERY Magazine’s coverage of the 
real buying authorities in the metalworking in- 
dustries is achieved by adding approximately 
18% Directed Distribution to our paid circu- 
lation. All of the men who receive Directed 
copies are known to be important buying au- 
thorities or influences, and each must request 
continuance of this service at six-month inter- 
vals (twice as often as the average paid sub- 
scriber renews his subscription). In response 
to our most recent inquiry, asking these top 


metalworking executives if they wished us to 
continue sending MACHINERY to them, 
95.8% said YES! 


Directed Distribution is, therefore, “‘asked-for” 
coverage that reaches metalworking’s inacces- 
sible buying influences. In addition, the qual- 
ity of MACHINERY’S paid circulation is 
maintained by selective subscription selling 
covering only important engineering and pro- 
duction executives. Together, these two meth- 
ods of achieving quality coverage make sure 
that your message is carried to the right men— 
in the right plants—to do its most effective 
selling job. 


Another reason for choosing - 
MACHINERY 


Engineering and Production in the Manufacture of 
Metal Products 
148 Lafayette St., New York 13, N. Y. 
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ay —S 


DURING SALES TOUR of 


with 2,000 « 


lealers, President J. P. Seiberling (center) talked 
Here he has a lunch table conversation with 
This picture and many others helped tell the story in 
The Seibencer 


{ the company's dealers 


several of them in Detroit 


sought » help sell the product 
speak well of it The 


and he ob 


( always to 
plove cant sell much 
wly has littl or nothing to say 


rut if he doesn't understand his 


He 


Each month this department summa- 
rizes here the methods and achieve- 
ments of a company or executive out 


standing in employe relations. 


nusual success 


carried out 


The pul heation is “Sateway News 
d | Abel F. Lemes for 


of Safeway Stores, Oakland 


(5.000 
which has member supermarkets 


ted States amd 


Lemes set dowr 

nent examina 

xactly what sort 
publication should do for 
He insisted that the pub 
interpret and enter 


der kvery piece of 


nd they seer here he 
a valli rainst how much of 


cture and he “ imp 


- hy wprecial 
; y appr : the strong support 
Mar ine 


of editor im the 


nore than ever befor 
: . or this policy 
tial relations 


makes the produ 


} betw ) ! y 
| , ob 


pr duction-line re 


editor is charged 
aml 


operat 


own relationship to sales. He's be- 
ginning to see that the more a< ompany 
sells, the more it is able to produce, 
and the more secure the job of the in 
dividual employe. Seiberling has gone 
farther than most companies in selling 


that philosophy to the personnel 


Let the Employe See 
the Results of His Effort 


Ihe doctors of industry are con 
stantly writing out new prescriptions 
to ease the growing pains of boredom 
at the bench. One of the curses of this 
mechanical age. almost any production 
line worker will com ede. 1s its infer- 
nal monotony 

In spite of the broad acknowledge 
ment of the existence of this national 
malady, many industrial managements 
still refrain from telling their own 
people something about the end re 
The employe 
holes, but he 


doesn't know why, nor for what 


sults of employe effort 


knows he is punching 


If you want a helpful lesson in ap 
plying cures, give some attention to 


Continued on page 138 


Knows Where He's Headed 


with the responsibility given full sup 
port, and his fail 
ure—il it comes 

is the result of 
his wn short 
comings 


, Mr 


pl ams fis materi 


I emes 


al months ahead 
He knows where 


he’s headed be "4 
‘aus he knows 


where he wants to Lemes 


t. He keeps his finger on the pulse 
if his readers. He is no copy desk 
carpenter who reads the employe mind 
by remote control. He is constantly 
ut in the field, getting ideas opinions, 
reactions. He may rely upon his per 
sonal tastes for selection of material, 
but he tests his personal judgment 
through frequent readership surveys 

The publicatior publishes material 


rbout 


mpany pi ims policies and 
rograms in a sensible ratio to ma 
erial about people and places in the 
Safeway world. It's lively with pi 
tures, and sprightly in its text. The 
publication has won and has de 


served, a great number of awards. 
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MEYERCORD’S CATALOG GETS 


CONSISTENTLY GOOD RESULTS 


“Since its inception, each issue of Sweet's File for Product 
Designers has carried a catalog describing our Sans-Arb 
plastic veneer. The results have been consistently good, 


and we therefore expect to continue with the use of it. 


“Sales traceable to our catalog in Sweet's have been 
numerous—in fact, too many to enumerate. Our wish is 
that the designer be furnished with technical information 
about our product and its handling, and Sweet's service 


is doing the job that we want it to do. 


“Also, we are pleased to see that your distribution list 
includes so many independent product design organi- 
zations.” 

D. F. Rautenbush, 


Mgr. Graining Division 
The Meyercord Co. 


THAN ANY OTHER RGANIZATION 


PIES FOR 1.148 MANUFACTURERS 


DIVISION OF F. W. DODGE CORPORATION «+ 119 WEST 40th 


GETS THE INFORMATION k PEOPLE 
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Here’s the way 
Sweet’s Catalog Service 
works for you: 


CATALOG DESIGN 


Custom catalog design by Sweet's starts with 
consultation with you to determine whot 
information is needed to bring about the 
buying action you desire — specification, 
request for soles coll, direct order. Then 
follows organization of the information in a 
basic pattern for making your catalog 

easy to use ond to understond. Neat comes 
selection of the most effective form for the 
clearest statement of each fact —text, table, 
diagram, illustration. The result is a unit of 
buying information, specially designed to 
bring you and your future customers together 
in the shortest time and with the leust effort 


CATALOG PRODUCTION 


Because of the greot number of manufacturers’ 
catalogs handled each year, printing by 
Sweet's offers you the economies of quantity 
production with no sacrifice of quality 

You moy order your catalogs in any desired 
quantity port to be distributed by Sweet's 
and part, if you wish, to be delivered to you 
If you prefer, you may print your own 
catalogs and deliver them to Sweet's for 

filing and distribution, in which case charges 


are lower thon those for the complete service 


CATALOG DISTRIBUTION 


When your cotalog is distributed by Sweet s, 
it is delivered to prospects of top ronk 
buying power in the markets of interest 

to you. Sweet's spends more than $150,00( 
yearly to locate, qualify and select the firms 
and individuals who represent the bulk of 
buying power in each market served. 
Furthermore, your cotalog remains in the 
office of each recipient, instantly accessible 
ot all times. This is accomplished by 
distributing it in a bound, indexed collection 
file) of manufacturers’ catalogs. According 
to thousands of users of these files, this is the 
most effective method of getting catalogs 
used by prospective customers. 


STREET, NEW YORK 18, N. Y 





ears’ of our Technical, Engineering and Production 


Tone of Carborundum says Departments. Experience with customers reveals that 


our purchasing operations are not unique in this 


“Never underestimate nal 


‘a -_ As the Purchasing Agence has grown in stature and 

influen ce of the P. A. influence, so has Purchasing, the one national magazine 

tailored to the exact requirements of the purchasing 

The Purchasing Agent of today is not just a ‘guy to get function. From 439th position a decade ago, Purchasing 

by’, even with a line as highly technical as our own has climbed to fourth place in advertising volume! 

ubrasive products, whose ultimate worth must be proved To reach most of the key men in industrial buying 

in use at the production level.” says Mr. F. }. Tone, Jr.. und lower the cost of making a sale—take a tip from 

Vice-President of The Carborundum Company marketing-wise Carborundum Company advertise 

hasing, as an Organization function, has grown regularly in Purchasing. It is read regularly by P. A.s 

ind with «wt has grown the individual controlling 85 of industry's purchases! For complete 

rement his know ledge, his import information write Parchayune, 205 East 42nd St. New 


York 17, N. Y. Offices in Chicago, Cleveland, Dallas, 


net s the eves and Los Angeles 


CHASING ZL. 


PUBLICATION 


THE NATIONAL MAGAZINE FOR PURCHASING EXECUTIVES 
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CS) The Copay Chasers 


TRHIS PIECE won't make us popu ° / 

| lar with the publications or with What Color Wil | and Won t 
the proprietors of establishments in - 

the graphic arts trades, but as watch Do for Your | ndustrial Ads 
dogs of everybody's advertising dol 

lar we feel it’s our duty to protest 

people using business forms in full 


color—-Moore 


understand—we are great believers in logging team in full color-—Stand 


against inetiective use of color in 


business paper advertise ments Please 


the effective use of color—but not in ard Oil of California 
extravagant or ine} fective use of color. Possibly some of the foregoing 
In Howard G. Sawyer’s chapter on N j J could put up an argument for their 
advertising techniques, he made the color—Sharon’s photo of steel being 
point that “there is not enough cer : ; . poured, for example is at least an in 
tain difference in readers per dollar , , teresting photo of steel being poured 
between olor and black-and-white . but the question remains whether a 
to make color (by itself) a strategic ; hetter black-and-white ad wouldn't 
weapon ¢ f great reliability It often have paid off more 
costs more on an average to get } ; 4 There is no question about the fol 
reader with color than with a page ; . lowing subjects of illustrations need 
black-and-white.” ‘ n ing no color In fact, they have so 
Proponents of color point to the little to do with the products being ad 
generally better performance of color = , ‘ vertised they have just as little excuse 
ids in Starch survevs, but they refer for existing as they do for deserving 
fe figures. On a cost-pet ans - <== color treatment 


basis, color is usually expen = oe 1 shoemaker—Diamond Alkali 


Whik ull color often shows up 
on this basis. the arithmetic used 
loes not take nto account the con 


siderable expe of mechanical pro nond T, Brown 


Baroid Div., National Lead 1 hen—American Cyanimid 
the pony express—National Paint, 
Trailers Varnish and I weque Assn 


ductior irt or color photo and four fittings and flanges in green—La 1 knight on a white charger 
or plates dish Champion Paper (it's ¢ ham 
In many o color is office machines in full color Na pions tr idlemark to be sure, but 
ustifiable on some gre ids or other tional, Marchant that’s all there is to the ad) 
which will be discussed But it is freight train in full colo Union un “early rotary rig” (cirea L9OOL) 


our guess that. fre quently color Pacific Baroid Division of National I ead 
| ele ‘ roto 1 blue haldo 
used im the hope of overwhelming lectric in rin blu Baldor Note: a print of the painting which 


black-and-white which it generally drum of grease n blue and red the ad reproduces is offered for 


a (against green) Hulburt framing. bat the ad doesn't «ay 
does not succeed. on a cost basis. in 


doins In the next ads mentioned, 
. drill, the chain or what.) 


or - — ee scene—an application or background 
Let's look at a number of rad Kent Morgan. “folk hero of a peo 


ple who dream big things” (ap 


the whether “Baroid™ sellx the rig, the 


classifying them by the purposes t is shown in color: but might have 
y , e purposes to 


whic h color is ipy arently being put been as effective without 
I. Cases Where Color Serves Vo 


Purpose Except to Attract Attention 


steel mill operations in full color parently a Texas Paul Bunyon) 
Superior Sharon, United En Hughes Pool 
gineering scene of New York Harbor, 187 
tankers, trains, toys in full colo William Iselin & Co 
Cutler-Hammer the schooner “America” winning 
In the following cases, the principal coke oven in full color—Koppers the Royal Yacht Squadron Regat 
llustration is that of the product and examples of “Electronics at Work” ta in 1851—Rodnev Hunt 
the product is such that the use of in full color—IBM man asleep—Koppers 


color does not enhance those particu 


which it may do at an exorbitantly 


high cost per effective reader} 


. rolling mill operations in sepia Norse ship Moltrup Steel Prod 
lar qualities of the product for which 


it is most likely to be desired 


Continental Foundry ucts 
strip mill operation in vellow bulldog Mack truck (a trade 
roller bearings in full color—Bower Sun Oil mark } 
trucks in full color-—Ford. Chevro beans. flour. cans in full color Some others use color for back 
let, General Motors. Reo. Dia Bemis Bro. Bag grounds—and when that happens, the 
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Leor which is used to insulate the 
tracers 

Examples of a single color being 
used: a Resproid Inc. ad puts color 
on the chairs shown in a picture of 
an office to point out that the “color 
- NS ee ee und texture (of Resproid give it a 
brilliance and character of its very 
own.” a DuPont ad shows the 
clesure only of a tooth paste container 
in color and General Electric uses 
red (but why not green, too?) to pro 


mote its traffic signals. 


lV. Cases Where the Product is 
Identified by Color 

Am. Tel. & Tel. builds its entire 
campaign for its Classified Directory 
upon the “yellow pages.” Here are 


some of the illustrations 





General 


suct 


(reneral Aniline 


t 


the 


subjes t 


Aniline & Filn 


‘ 


ymtly backg 


“ 
& Film dew 
of 


Ive 


run ! 


pay « 


rake sure 


later exa 


Trouble 
xtra tor 


i lot of 


mples of 


Dyveline 


st 


riser 


red 


nts 


ites ar 


th 


the phone book, end view, showing 

B. F. Goodrich the yellow section 

reproduction of a “yellow page 
used as background for ad 


RED to the physicist, is merely a group of little figures each look 
the visual reaction resulting from the ing at a yellow book 
relection of light waves .64 to .76 ewe 
micren in length In all these cases, the only part of 
Bat red te most people, means car the ad in yellow is the tele phone book 
rots, carmine, cherry, maroon, crim a most judic ious use of color 

rose, ruby, rust, salmon, scarlet, sor One headline asks, “What's So In 


el danger, warmth, roast beef portant about YELLOW and the 
health to a dector, bad news to a 


“on, Magenta, carnation, ¢ laret, orange 


copy answers 
bookkeeper or hair that rates a second 
glance It’s the first color babie- Yellow when it’s the vellow page> 
recognize, the most popular and wide n the Classified section of the tele 
ly used of all colors phone directory, means just one thing 
To satele onal lea aa to buyers of all sorts of products and 
services 


buyer manutacturer house 
Here's where I can find who sellk it 


wive Santa (Claus subaleb- and 
sinter golfers, General Aniline makes Blue identifies the mt eograpl 


eparate red dvestaff. stencil. and A. B. Dick is most wise 
the tlhustratior I t 


using 


V. Cases Where Color Is Use 
‘roduct Dist uish the Product in the Picture 


» Bakelite é The use that the brass companies 
Koppers ‘ make of color is typical 
” Revere shows a couple of dozer 
} — kitchen utensils, and the part in each 
t t event Iw pete 4 

ial ¢ | : uall ! th that's made of brass is given the color 
tand shelter markets cd 
i ’ t u t Anaconda puts color on the flashing 
or treatment. Good 
that appears in pictures of masonry 


But Mueller Brass Co. taking the 
trouble to reproduce its brass rod in 


vellow, neglects to use red which idet 
full color 


; tifies its “red tip” brand! 
raph of the back of 


Louisville Cement makes mortar 
of a power stator 
which certainly has an unexciting 


color, but the use of red on the bricks 


llustration for a 
odrich ad entitled “The Rainbow ; 
at Masterminds a Thunderbolt is a visual al 


Ir ) or ‘ F iw olor spots 
These rainbow-hued conductors carry 1a Dul tad range color pot 


the nylon plastic dials and cams it 
calculating machine In an M. B 


voltage to various oulets, each color 
idemtifving a separate wire among the 
thousands in the plant—very neces 
sary in heekap werk and circeit Skinner ad, green shows how a split 
racing coupling clamp is used to repair a 


Copy thet 1 to sell Goodrich main. In a Bethlehem ad. red picks 
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JUST WORDS 


“THE NEXT DIMENSION” 


. » « yet the most important advancement in oil paper 


The first dimension in circulation is the number of copies 
delivered. 


The all important “next dimension” is the rating of readers 
according to their importance as buyers of your products 
and services. The Journal's specially trained staff now 
builds and maintains this information, for our circulation 
guidance, by a continuing program of personal calls in 
fields and plants. Only in this way can the “next di- 
mension” be added to any publication's circulation. 


The LAST DIMENSION in circulation is, of course, what 
happens to the copy when it is delivered to the RIGHT 
PEOPLE. Is it read? 


We are prepared to show you unquestionable proof of the 
extent of readership we have among these right people 
(your customers and prospects). If you care to recheck 
these results yourself, we will pay the cost of doing sol 





THE OIL AND GAS JOURNAL 


PUBLICATION OFFICE TULSA 1, OKLAHOMA 


NEW YORK CHICAGO HOUSTON 
PITTSBURGH LOS ANGELES ENGLAND 


ve o-ao— 
Solu She fowrmal, ...andl tfou follow the Oileladubiry!” 
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, WW! © New Design Freedom for Architects 
tes scmiace “Long Bockset” 


eemenes ase Comeene 





WORLDS FIRST * 
MERCURY UNIT 
POWER PLAVT 


Get: ee We do eaten | oe oreo 
Ome windge and Nagase ng ber -ae 


SOCONFVACLLM 


a et ad 








GOLD SEAL QUBBER ComPanY 





THE NEW MABA-TIME “HURRICANE” METER 


Podviten berg nm eused fo mee! growu@ demend 








Schlage 
ony- Vacuum 


mut the roof ties made from Bethlehe 
Steel 
ote the Schlage and Tenite ads 
former. the «wk on the door 
the company 
pp iT 
the har 
ippear uw 
ole 
ite the 
only color 1 " ‘ t fevice 
that keeps ! 
the parking " t ’ 
ad about ly m. 0 u This 


proof that the effectiveness of colo 


in slot u 


is not necessarily in proportion t 
the acreage 

Kimberley-Clark uses aluminum ink 
for its Kimsul which has 


insulatior 


82 


Tenite 
Gold Seal 


iwhly retlectiy aluminum foil 


Cases Where Color Is Used t 
Simplity 
In a blueprint if an assembly sex 
a lift truck of Elastic 
Stop Nuts is picked out in red 
hlectric 
shades of 


tion of the use 


Controller uses several 


black 


ind blue in its diagrammatic drawing 


vellow orange red 


f an electric contactor 
S. Electrical Motors reproduces 
the interior of its synchronous motor 
full color to show the gearing. ek 
And pe rh ips the most outstanding 
Socony-Vacuum uses color 
w full color) to trace the 


rae hine Ty 


xample 
either red 


ibrication systems of 


Vil. Cases Where Color Is Used 


M. H. Rhodes 
Timken 


jor Brand Identification 

The red tag on a file means Si 
monds 

The yellow-and-black stripe on min 
ing cable means Collyer Tiger-Stripe 

Gold Seal Rubber vellow is used 
on the sole of the shoe, on the impres 
sion in the snow. and in the lower 
right hand corner 

Timken 
the trademark and logotype 

The blue band 


neans Coppus Blue Ribbon Blowers 


yellow appears only on 


sround a blower 


The red strand in wire rope means 
Hercules (A 
The red paint on a Diesel 


Leschen | 
crawler 
means International 

And see how The National Supply 
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INQUIRIES... still pouring in by the 


[| housands. 


—ON HEATING AND PLUMBING EQUIPMENT LIKE THIS: 


Each item represents a single specific product described editorially in a recent issue of 
HEATING & PLUMBING EQUIPMENT NEWS, and the figure indicates the number 
of inquiries received by our Readers’ Service Department as a result of that mention 

INQUIRIES INQUIRIES 
Baseboard radiation 396 Baseboard, warm air heot 350 
Gas-fired furnace 70 Pipe hangers 67 
Portable pipe threoder Humidifier 8a 
Anti-syphon valve 55 Toilet tank 6 
Boiler 212 Warm air wall register 208 
Attic fan 172 Finned radiant heating coils 65 
Oil burner Gas burser 173 
Water heoter Steel union 143 
Room air conditioner Window fan 134 
Low-cost arc welder Automatic dish washer 71 
Automatic water softener Packaged chimney 483 
Floor furnace Oil-fired furnace 188 
Pipe bender Hot water safety valve 62 
Conversion burner Portable power saw 236 
Vanity-lovatory unit Water cooler, refrigerator 113 
Thermostat Piastic piping 168 
Faucets Hand brake 113 
Kitchen ventilator Garbage disposal unit 143 
Fuel oil nozzle filter Pipe fittings 134 
Condensation pump Masonry drill 























+ eraceee + wmereeacere + erereeerons 


rs et eee ee ee eee ee Oe ee Seen eee 


VEN if inquiries are not your primary con- aa =: 
sideration the amazing inquiry record of HEATING veh 
& PLUMBING EQUIPMENT NEWS is worth stadying = 


as concrete proof of the fact that your product story gets 


ee ee ee ee 


unusually high and enthusiastic attention and response 
from our 35.000 contractor and wholesaler readers 

the firms which do the great bulk of the heating and 
plumbing business throughout the nation. Besides. this 
magazine reaches more of your prospects (whatever 
your product may be) than any other publication in the 


field. and does the job at a lower rate than any other 


paper. For sample copy and details. write 





Heating & Plumbing Equipment News 
148 Lafayette Street New York 13, N. Y. 
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thanks & 38 OR.000 of an ineh 


COMER AL 


Right Formula for Million-Dollar Babies | _ "= “nisruuns Netw ss ee 





= _— Coreect Lubucalion GOOD/YEAR 





the Pump | » Pled 

“" zo «(U6the:§«6felk ut 6National 
pomted » distinctive blue on a 
paint cha From that time on, that 
sould be e color for National oil 

field machine National Blue 
lor blue, linked 
National” and 





ha ome 
than just a coat 
{ paint to heep things trom rusting 
It grown t ea pledg im celer, of 
xperienced engineering, builder in 
arity ery te in the field 
Im the 
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Sorviee 


oa 
pe Y rks, 
averi® tron WO ¢ound 


the NEWSpaper of highway and heavy construction 





470 Fourth Avenue, New York 16. N.Y 
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This Phenotte Insulator * 
ta hed our 
production 

J | 

, he atacte 
N — i a hurry 
a t bt 
* 
- € us pot 
, \ | < 
C4 ATES 
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oa 


wreeroe 


NATIONAL eee PERE COMPANY 
* @+. owner 








+ MOLONEY TRANSFORMERS 


to 1OR om protes 


Pal 00s te 
* comes beck 


nal V l aT 
Moloney Electric 


Die Hite col we trerestinesese 


= EA crinn 


© teareeriee 
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color in your ad to facilitate the 
readers understanding of your 
message 

The other lesson is 

Don't be a pig. The dramatic ef 
fectiveness of color is often in 
reverse ratio to the amount otf 


colored ink you put on the page 


How Cranky Can We Get? 


After we ve spent a lousy day in our 


copy mill, struggling over a stretch 
of writing that didn’t come out just 
right or battling a client to do some 
thing the way we know is best for hin 
even if he is an unreasonable old jerk, 
we wonder sometimes why we don't 
quit trving and do it the easy way. 
Like this. Baseball player. Big 
tithe Right Smack on the Nose!’ 
Then this op 
That's where you hit ‘em when you 
write WMaeCullen in front of Mica in 
your specifications. Mica is fine, but 
only McCallen Mica pins it down to 
something really specihe and isn't 
that why they call them «pecifica 
trons ¢ 


Boy. that is really hitting “em. You 
write it at 9, client ok’s it at 10. and 
then you're off to the ball game 
looking 


hunk of silverware, sitting beside your 


Or this one. An expensiy 
product. ¢ opy just writes itself 


What sterling is to silver. Cross 


Cotton Kaitting Yarn (double carded 
is to the Knitting Indus 
try the last word 


Wow-er 
Client thinks it’s peachy, and raises 

ur pay Works for 

just Cross Cotton Mills 

Kelsey-Haves ad All vou 
otta do is to think up a smartie like 
Symbol of Anow-How for over 40 
ears et it—that K-H? ind let 

Art Department do the rest 
Allis-Chalmers u 
ad There's almost the e1 


or combed 


That's really telling thera 
invybody, too 


(lr a 


t dig ar 


ol a two-page spread which 


devoted to 1 photograp! 
hearth which includes some junky 
it perhaps priceless furniture The 


What Makes an 


jualifies as op owe tor 


\r tiqgue 
Head 


nes that « r" e us want to read 


eadtiine 


re reward 


such 


Partly age. Partly sentiment. Parts 

ml workmanshiy 

But mostly. its progress that make 
old «pinning-w heel 


quaint 
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LAN FOR QUALITY 


Fis: PHOTOGRAPHS are only the beginning of a successful print- 
ing job—like an architect's plan for a skyscraper. The execution calls 
for the specified use of proved materials capable of giving high-fidelity 
reproduction. Use Cantine’s precision-coated paper . . . from a mill 


devoted exclusively to coating for over 60 years. 


Sold by Leading Merchants. The Martin Cantine Company, Saugerties, New York. Specialists in Coated Papers Since 1888. 
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Standard Oil (Indiana) 


vl attractive but--want to weave 
your own clothing’ The soot-black 
ened kettle is decorative, too Any 


body want to cook in it? 


It's America’s constant striving to 


hetter your good living that makes 


he conveniences of yesterday the 


mtiques of today 
And « rT 
ally. We 
Che latest advertising cliche dug uy 
by Fitzgerald Mig. Co the royal 
flush Best Bet” is the headline 
And bhastern Corp. came up with 


getting to Allis-Chalmers 
didnt get it 


ts whale ul picture 


} this 


whale with whale hea 


i Whale of a Differs 


graph Multi raph rakes 


iate vich und ub 


om beir 


ne good copy ft 
llustration os f some kite 
backvard The headline 
but 
three 
wh t ire t ’ ‘ I He 
starts this way 


ery executive knows that the lead 
ers of tomerrow are taking the leader 
hip today in their own department 
More and more of the 

about 


leaders are 


doing omething mounting 


lerical and paperwork 

the t the ad 
Mult 
at { the 


pped off 


smal #eiia 


(Wwer-retouc hing s sometimes wor 
Mavbe the floor 


the muni pal lheht plant at Fairfield 


than none at all 





: 
eed 


Automatic Electric 


Ill. is as clean as it looks in the Stand 
urd Oil (Indiana) ad, but—allowing 
for the fact that power plants do pride 
themselves on their cleanliness—the 
picture doesn't look real. 

And sometimes business paper ad 
vertisers over-reach in seeking an 
ingle, human interest, entertainment 
value, et The new Dayton Rubber 

mmpaign is a case in pol The 
headline picture of a boy 
examining a V-belt ‘First 
Step in Making a Nut Sundae To 


et we aur vou need low tempera 


under ‘ 


drive is 


t et low temperatures you 


pressors t crive co 
\ pretty far fetch 
Conductor and the Engineer 


tells about the \ 


it takes power trom the wheels 


t “ye aking 


se and turns the generator 
shes electricity for the radio 
ne between caboose and 
This headline has a_ little 


t vou think 
of Clicks 


from i Re 


without 
example 
nd Brass ad) of what 
sparagingly call an “Advertising 
nev” headline—too contrived. A 
lever” headline is effective only if 
looks as though it might have been 
nianeous 
bimphatically ill motors are Vor 
like’ Reliance Electric continues 
Some time ago Reliance startled many 
people by challenging the old chest 


nut “all motors are pretty much 
alike”, We have since offered preol 
that all motors are not alike by show 
ing how Precision-Built a motors 
are made differently —to deliver de- 
pendable power longer. Reliance is 
always anxious to have interested 
visitors see our modern plants and 
the many extra precision steps which 
account for the big difference in 
these motors 

Why not devote the advertising to 
this purpose ? 

To take the taste out of your mouth, 
look at that Automatic Electric Truck 
ad which appeared in The Saturday 
Evening Post. We'd like to know how 
it did for Starch and inquiries. 

Good headline on an ad for Mills 
Movable Metal Walls: “Ten Years 
from Now the layout will have 
changed four times . . . the walls will 
be the same.” That's the 
reason to trick it up 

Wheel Trueing Tool Co. does its 
color 


story no 


birthday ad up brown with 


spread that shows the plant in 1910, 
1920 and in 1950, carries a message 
of gratitude from the president, repro 
duces photographs of the brass, lists 
products, plants and distributors—al 
together the type of ad we'd ordinarily 
beat over the head. But, do you know, 
this copy has what they used to call 
‘a ring of sincerity’ 
We are celebrating our Fortieth An 
niversary this year with some pride 
of accomplishment and with a good 
deal of gratitude to the people who 
have made this possible. 

These include our thousands o 
friends throughout North America 
ind bevond who have bought our 
diamonds and diamond products; 

suppliers whose coopera 
and our company 


our many 
thom ts 80 essential, 
“family” of workers in our several 
plants and field offices who make. 
distribute, and service our product 

We have seen this family crow from 
our original group of three beginner: 
to an organization of nearly two hun 
dred inclading many outstanding 
specialists. And, with them, we have 
graduated through the vears from an 
unheated garage (with practically no 
equipment) to the most modern of 
plants and the finest of equipment 
much of it exclusive 

Together, we have seen the dia 
mond tool changed from a primitive 
handy-man product to a thoroughls 
scientific tool “engineered to the job” 
in accordance with the principle 
which we pioneered forty vears ago 
und developed inte recognition 
throughout the industry 
Te all of these friends—customer: 


suppliers, co-workers our sincere 


thank. 


% Wouldn't it be nice if the busi 
offered something like tele 


ness press 


vision, which would permit you to 


put on a performance oft vour prod 


uct right in front of the audience 


Lacking television, Chrysler 


Export 
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Waiting to hear what you say about the advantages of your 


products is this receptive audience, month after month 


They are the design-engineers in more than 9,000 plants who 
see and reod MACHINE DESIGN. They are the men who 


o 


are working on specification changes that will be converted 


€ 
* 
£ 


into volume orders for companies like yours 


That's your Original Equipment Market for parts, materials and 


finishes. Before you con sell their companies, you must sell these 


ep 
il) 
® 


design-engineers on the advantages your products will give to theirs. 
How well do these men know your products? Regular advertising 

in MACHINE DESIGN speeds product acceptance in this 
important volume market—and makes selling easier by 


getting your products specified for more applications 


eee (ACHINE DESICN 


A Penton Publication « Penton Building, Cleveland 13, Ohie 


Things "oP 
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SELL 
TO MANY 
MARKETS? 


THIS NEW MeCiraw-Hill bx 


~ w t custom-tailor”’ 


your 
McGRAW-HILL 
MAN 


McGRAW HILL 
PUBLICATIONS 


does beautifully with thes ad on Onlite 


bearings Look What Heat Does to 


Th ’ He arity | save and goes of 
Heat force oil om of the pores of 
this Oilite selflubricating bearing 
That's what happens when friction 
generated heat reaches this bearing m 
i machine. The result ix positive lo 
bri-ation, longer machine life 
™o simple so etlective Created by 

Liove W. Sruckey, Ress Roy. Ine.. 

Detroit 
Thats a handsome layout that 

American Air Filter ad. Each black 

panel rep ris a success story How 

Many Shirts Should i Store Give 

Away tells how one department 

store paid for its air tiltering «vsten 

savings on mark 
nerchandtse 
hear Mie. ( stull 


1 cant escape 


the 


not well 
it enthusiastically 
paragt aph which 
it short set 
“i bul avor 


yatior 


the Bear” Method 

invege latte balancing to the point 
s here rdinary shop-hands learn the 
peration in just a few hours how 
peeded up to the point wh» re 
lby-Namic Balancing Operation 

¢ incorporated as part of routine 
Yet. with all this speed 
users report such out 
uracy-result with the 
od, that premature bear 


is eliminated, mechanical 


> 


American Air Filter 





“TF TT TURNS, BALANCE IT” 
“BEAR” DYNAMIC BALANCING 


ts faster ompter, with low initial cost’ 
. ——_ «<~ J 
“d 


—— o _ 
a 
a 





IF DY-NAMIC BALANCING IS 
A STRANGER TO YOUR PLANT 


it's time te start an investigation ' 











NOUSTRIAL MARKETING, August, 1950 





“Sight Seller’: awe 


DISPLAY BINDER WITH THE 
BUILT-IN EASEL 


mical way to | 
page chan } 


oo 
Memington Mb caracd «F751 wame in gusiness systems 
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CONSTANTLY 


CERAMIC BULLETIN 
CARRIES TECHNICAL INFOR- 
MATION NECESSARY TO THE 
CERAMIST f 


— 








NET PAID CIRCULATION 
$297 


The American Ceramic Society has 
been engaged for 50 years in publish 
ing research literature offecting the 
silicate industries. Copies of C. 8. are 
kept in bound form and are found in 
leading public and industrial libraries 
in the United Stotes and foreign 


countries 





. «+ Read by the Men 
Who Create Ceramic 
Business 


SPEAKS FOR READER 
ACCEPTANCE DUE TO 
EDITORIAL CONTENT 


The Ceramic Bulletin goes to members 


of a professional society, all of whom 


are either sma plant owners officers 
| corporetions, of technical personne 
in the ceram ndusiry. lt is these 
persons who determine editorial policy 
mmittee appointed by 


editoria 


through oa 
them A material in this 
put shron 1s Of. by. and for ceramists 
By By 
position fields 


Ww 





Refractories 
White Wores 
rlass 
Moterials & 
Equipment 
Presidents 


Vice 
Presidents 


Chemists 


Student 
Eng reer 


All Others 

















"Wr ’ : v 
f see enoctly 


CERAMIC BULLETIN 
published by 


The American Ceramic Society 
2525 MN. High $?.. Dept. CB, Columbus 2, Obie 














et 
(ee 9 FZ. 


ee many typewriters wee yeu see” 
" 7 1 We coetd be~e prevented thie 
Surra-Cowona 
orrece TrPewertees . . 
SMiTH-CORONA 


Orerce Treewarrees 














% Smith-Corona 
failures are reduced and the life of uct and in advertising. too 
valuable machinery is often prolonged 
for years, even after ut ha- been fully 
depreciated on the books 


Pretty good Smith-Corona ads these 


days. One typewriter is surrounded 


by ten platens, suggesting the ques 
“How 
You See 7” 


a Smith-Corona is actually ten type 


Catch the conviction in this copy 


Many 
Copy makes the point that 


investigation will reveal two tion, lypewriters Can 


shout “Bear” Dy-Namic Bal 
neing First the cost« ulting per 
formance-boosting result. you get with 
“Bear” Machines. Second, their «im- 
plified operation, which is so fast, so 
economn al, “0 easy to learn, “oo quick 
ly adaptable, that manufacturers, 

hops and others are 
Bear” Balancers with top- 
production results 


Your 
thing- 


writers in one: 
Each of the ten platens 
you see above “«pecializes” 
ferent kind of typewriter work. Yet 
each can be quickly and easily inter 
changed in the same machine. 


(eylinder- 
in a dif 


maimteonance 
employing 


This copy has been set in a box in *# And another one. Just a crumpled 


the middle of the ad 


Here W hat Your Investigation Will 
Re t eal 
Production and 
ots CAN BE CUT! 
Product performance ¢ \\ BE tary’s time 
IMPROVED! One of the many advantages of the 
Smith-Corona Office Typewriter is a 
OFTEN feature that prevents just such waste 
THAN os this. We call it Error Control 
Error Control saves time and mon- 
ey; and we can prove it to you in just 
a few short minutes. Why not phone 
Smith-Corena for a demonstration? 


What's } ror Control? We dunno 
Ought to find out 


paper being tossed in the wastebasket 


We could have prevented this 
Just a simple typing error . . . but 
into the wastebasket goes a sheet of 


Maintenance stationery, three carbons 


vour best 
and fifteen minutes of your secre- 


“at balancing alone without 
Dy Nami 
CALSES 


Balancing, 


MORE HARM 


1) Dy-Namic Balancing operation i+ 
FAST 
lar production! 

Beat Machines’ are SIMPLI 


untrained factory-hands m 


make ita part of your regu 


FIED It's a beautiful ex 
learn te operate in a few hours! 


Machine. 
LESS to 


unple of letting an ad tell just enough 
CosT LESS te 


OPERATE 


6 Beat 
BLY and 


priced from $382 


not too much not all of the story. 
Perer Wuiere 
Walsh. New York 


look easy. which it isn't 


Cunningham & 


And read this plug for inquiry n akes copywriting 


A. «a primary step in your Dy-Namic 


Kalancing investigation, we suggest 
you obtain your free copy of the 


fact-packed Dy-Namix 
Manual outlined at right 


inswering the Mail 
Balancing 


You'll not N. M. S-P. You hit us where we 
only find out how to save on produc like it. See above 


but also, ; < Coe 
vou'll obtain valuable tips of how Dy B. I You, too. See 
KR. H.W 


Namix value, 
it be politic for us to stay away from 


tion and maintenance costs 
above 


Belencins eddies mex That's good, but wouldn't 
more sales appeal and a definite com 
petitive advantage to vour product. 
MAIL THE COUPON or WRITE a 
roDAY C. Ss. B 


PETER 


uur class of advertising? 
You're such a jolly fellow 
vourself, we don’t see how you can 


do it 


EeMANUEI and Byron I 


f Van Auket 


us hel eve im the prod 


Ragland AS urge us to 


—The Copy Chasers 
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How You Can Put a Product Story before 
60,544 Top Production Men 


yon Pe 


Here's how you do it. Take a new product, or 
one that has a major improvement. Describe it 
completely-—what it is, what it does, how it 
works. Illustrate it accurately. Send the informa- 
tion to Industrial Equipment News. 


Chances are a few days later you will hear 
from our editors. A pertinent question, perhaps, 
or a request for additional facts. Or they may 
want an operation diagram to tell the story better. 
With the diagram, the text can be boiled down 
to the very essence of what. how, why, who makes 
it. 


When the description of your product is pub- 
lished, you appreciate the extra effort. for your 
story is clear, concise, complete. Pointless in- 
quiries are eliminated——only those intelligently 
interested write back to vou. 


This careful editing, based on plant experi- 
ence and engineering background, makes [EN 
carefully read by 60,544 top production men and 
engineers in top industrial plants. They know 
they can depend on Industrial Equipment News 
to report what's new, everything that’s new, and 
only what's new. 


You can also use this medium to advertise new 
or established products. You reach the same top 
operating, engineering and production men, and 
you can tell your product story to them as many 
times as you wish. The cost is as little as $110 a 
month for standard one-ninth page units. The 
timing is perfeet-—— you reach 60,544 men who 
specify or buy in America’s top plants at the very 
time they are looking for industrial equipment 


news. 


Good for Selling because Used for Buying 


FACTS ABOUT READERS—Eachk issue of Industrial Equip 
ment News goes to every industry, to 60,544 buyers and specifiers 
Of these, 11,202 (18.42%) are top management, most of whom 
came up through production; 23,391 (38.45%) are directly in 
charge of plant operation; 17,168 (28.22%) are engineers. 86% 
of the plants reached are rated at $100,000 and over; 55.7% at 
$1,000,000 and over. More than 92% of these readers have re 
quested IEN. Verifications of readership indicate that 96.3% 
use it for finding and buying what they need 


Controlled circulation 60,544 


FACTS ABOUT MEDIUM— Every advertisement in Industrial 
Equipment News is placed adjacent to editorial— factual product 
news and information. Latest CCA Statement, dated Feb. 1950, 
shows total distribution of 65,170; net controlled 60,544. Surveys 
indicate 4.5 readers per copy. TEN originated product news and 
information publishing. It continues to lead its field and to 
carry the advertising of more manufacturers than any other 
publication of similar service or distribution. For full informa- 


tion, send for The TIEN Plan 
65,170 Total Distribution 


For more details we invite you to send for The IEN Plan 


CCA 


INDUSTRIAL EQUIPMENT VEWS 


THOMAS PUBLISHING COMPANY, 461 8th AVENUE, NEW YORK 1, W. Y. 


BOSTON *® CHICAGO * CLEVELAND © DETROIT 
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‘BUY IT FROM YOUR DISTRIBUTOR,” says the punch line in lower center of 


ndustrial ad (left) by Independent Pneumatic Tool Co. for its electric saws. But 


the company’s use of trade-mark service in classified telephone directories (right) 


soon will permit a new and more salesworthy punch line that not only exhorts but 


actually directs the buyer to the distributor. 


Using ‘Classified’ 
to Guide Your Industrial Ad Readers 


By J. F. CORKERY 


_, scintillating copy and in. he shows the buvet a competing 
irt, a perfectly good business pa ne with advantages similar to Jones 
xl too often makes sales for the And he rings up a sak 
tition through the fault of the What has happened to that beauti 
! d-selling Jones ad that aroused 
It is so good that it 
: competitor 
ninate this problen 
tr acle mark sery lt 


e directo 


ticipate by buying a distributor listing 
vlow the Thor trademark and a 
Where to buy it headline Ir 
dependent Pneumat pays for its part 
{ the space and the distributor pays 


for hi 


INDUSTRIAL MARKETING. August, 1950 





Specific "Jobs To Do" Make 
Industrial Advertising More Effective 


Industrial magazines are the “specialists” of the publishing 
business Their influence ties in closely with the various 
phases of selling to industry and advertisers who take 
advantage of each publication's main strength find that they 


do a job lar out of proportion to thei numbers, 


Let's take a look at some typical industrial sales problems 
eee obs that have to be done 


. building producti recognition 


. directing special selling effort to key men with 


important buy ing influe nce 


. searching out new markets for products and new 


uses in established markets 
. securing leads for the sales force to follou 
and many more. 


How well can various industria 
ments like these ’ 


wublications handle assign- 


market 
publheations ire designed t 


In the metalworking or example, several Penton 


do specihie selling jobs lor vou 


oY. 
. We 


STEEL is read by the executive group im the imnportant 
metalworking 
broad ead by top management, sales production 
officials, STEEL helps to 


lor vour produ ts among all 


plants employ y 50 or more lt« interest i 
a purch sing 
nition and preference 


men who influence pure hases 
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MACHINE DESIGN 


but its interest and its influence are concentrated on design 


also covers the metalworking field 
engineers —the men who design mechanisms, equipment, and 
appliances. These men have direct buying and specifying 


MACHINE DESIGN 


help get vour product spec ified in this market 


influence is a powerful medium to 


~ 


JA BA 
xd) 


arg! 


The FOUL NDRY covers the plants producing 


sale or for their own use. Because it specializes on the iu ob 


castings tor 


lems of foundry operation, it has a wide following among 
foundrymen, It does a concentrated selling job for products 


wed in the important foundry market 


AAs 

A\_- 
NEW FOLIPMENT DIGESI 
quality sales leads. It covers the metalworking 
thoroughly. but in addition, it 
blanket the worthw hale plants im all manufac turing industries 


specializes m producing 
market 
. high circulation permits it te 
It ean do aa excellent job of searching out new market» and 


new uses for products 


You will find many other mdustrial publications which are 
deally suited to help you solve other sales problems in varied 
fields. When they are pul together im a carefully planned 
program to form a working team your wlvertimimg can 


whieve maximum effectiveness 


™ PENTON fue 


PENTON BUILDING « CLEVELAND 13, OHIO 





—— WHERE IT COUNTS. .. FOR tieeemeanmens' 


it 


TEXTILE INDUSTRIES give 
advertisers far more thorough 
coverage of mill buying power 


Experienced space buyers kaow that paid circulation 
alone, even though dominant in its field, cannot possibly give $$$ _____—__ 
100% coverage of all buying influences. Therefore, 

. ° me 1.1. LEADS m eprroniac 
PexTiLe INDUSTRIES supplements its big net paid with Analyzed HELPFULNESS TO PLANT OPERATION 
Directed Distribution (less than 10% of the coral! ). This 

T. I. readers last year received 796 
articles, in 15 classifications, on mill 
management and production — the 
equivalent of almost 10 up-to-date 
reference books on textile manufac- 
turing. This helpful editorial pro- 
gram has made TEXTILE INDUS- 
TRIES first in reader preference 
among men in the mills, according 


1. LEADS wm coverace oF to the most recent survey 
HEAVIEST TEXTILE PRODUCING AREAS — — 

tr. . LEADS wm actua 
U.S. PAID MILL CIRCULATION 


is the only plan which can—and does—give advertisers 


maximum coverage of the textile mills’ full buying power. 








In New England TEXTILE IN 
DUSTRIES has 4.352 paid sub- 
scribers 992 the South At 
antics mbination of 12,344 86 of TEXTILE INDUS- 
which tops 4 ther national tes TRIES’ big net paid goes to men 
tile papers in these markets actually in the mills—men with 
Mills of these two areas operate direct production and mill man- 
89 of the nation’s spindles agement responsibilities. In the 
8s of the joms . a reader classifications making up 
for more than & 1uU. 5 this most sales-productive group, 
textile mill purchases T. 1. leads all other national tex- 
tile journals both percentage- 
wise and in total 








extile Industries 


806 Peachtree Street, N. £., Atlanta 5, Ge. 


ADVERTISING REPRESENTATIVES 
Boston Mass , “ M ’ Castonia, N.C... W 
. sley H Los Angeles, Calif 
Beftele, N.Y ’ t New York, N.Y. W 
Charlotte, N.C . Ma 
Chicago, 1... £ A why Philadeiphia Pa 
Cleveland Otro 4 , ¢ London, Eng 
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NIAA News 


Notional Heoedqueorters. |776 Broodwoy 
Bennett Chapple Jr., president 
Biaine G. Wiley, executive secretory 


New York 19. N.Y 


CHAPTER ACTIVITIES OF THE NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


Management Drive Starts Paying Off 


PRESIDENT'S GAVEL goes from Lester E. Francis, Emery Industries, retir- 

ing president of the Cincinnati Industrial Advertisers to the new president, Wil 

liam R. Northlich, Farson, Huff & Northlich, as other new officers look on. From 

left: Mr. Northlich; Glenn Ulfers, MacRae’s Blue Book, secretary and treasurer 

George L. Service, Venable-Brown Co., vice-president; Mr. Francis; and Clarence 
W. Tunison, Foy Paint Co., vice-president 


a 4 


= 
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"Wall Street Journal’ 
Campaign Draws 200 
Inquiries; 7 Ads Run 


New York—More than 200 inquiries 
have been received by the National In 
dustrial Advertisers Association from 
the first seven ads run in the series of 
6 that are appearing currently in the 
Wall Street Journal, Schuyler Hopper 
president, Schuyler Hopper Co. New 
York agency, and chairman of the NIAA 
committee on industrial advertising ef 
fectiveness, told INpusTRIAL MARKETING 
just before press time 

While these inquiries have not been 
inalyzed closely as yet, more than half 
of them have come from sales executives 
of mdustrial companies and from ad 

sing manages ind agency evecu 

Hopper said that the committee is 
euraged by these returns and be 
« they will bear fruit 


ral business papers either are re 


New York Gets Ist Showing 
of ‘Radar of Selling’ in East 
New Yor wn \ spree ial summer lune h 
eon meeting will be held Aug. 7 by the 
Industrial Advertisers Association of 
New York at the Belmont Plaza for the 


premier showing in the East of the new 
four-color film The Radar of Selling 
sponsored by the NIAA and financed by 
the Putman Publishing Co., Chicago 
NIAA members and executives out 
de tl field of industrial marketing 
heen invited to attend. The film 
first shown at the annual NIAA con 

ence in Los Angeles 

Inquiries about bookings for the film 
re being received by NIAA head 
quarters here. Twelve requests have been 
received so tar, and many more are an 
ticipated when the vacation period is 


overt 


MILWAUKEE INDUSTRIAL 
MARKETING Association's new of- 
ficers are (from left) Paul Godfrey, 
Cramer-Krasselt Co., treasurer; Nor- 
man H. Jacobson, Allis-Chalmers Mfg 
Co., president; and Robert M. Darr, 
Wetzel Brothers, secretary. Not in pic- 
ture is E. M. Heuston, Bucyrus-Erie 
Co., elected vice-president 





Get Tough or Get Taken, 
Putman Warns Advertisers 


Prrrseurcu Advertisers must get 


Cw, 
N 400 -7mE 
AA Convent) 

Santa Fe per publishers or expect occasionally to 
get “taken,” Russell L. Putman, presi 
dent, Putman Publishing Co. Chicago 
told members of the Pittsht rgh chapter 
of the National Industrial Advertisers 





un Train 


tough in their demands of business pa 





Association at a monthly meeting 

Warning advertisers to “demand that 
every publication you use show proof of 
the advertising value claimed for the 
publication,” Mr. Putman compared ad 
vertisers who don't do this with Ameri 
can soldiers of World War I who super 

liously refused to learn the values of 
or to count French money and conse 
quently were taken advantage of by the 
French 

But don't expect the publisher to do 


the whole job, he said. “To make your 


WIVES OF MEMBERS of the National Industrial Advertisers Association took 


time out for this picture en route to the annual conference at Los Angeles 
advertising most successful, you must 


he Ip you must provide etlective copy 
NLAA ads ood job of advertising advertising that tells your best sales story.” 
Amor ume that industrial advertis 
lo to keep manage Johnson Re-Elected President by EIA 
nformed about the Sheldon F I son, sales promotion 
ng Mr Dix sug manager, Westinghouse Electric Corp 
' reprints of middle Atlantic 


supplying distric s been 


oined West 
n 1928 


Je »yhnson 


John Dingee 
me president (,eo 
Wheeler Mig. Co 

pardner Harvey 


! 


Washington Chapter Elects Lundstrom 
Phil iu B. Lundstros owner of Pub 


Ad Man Must ‘Curl in Lap’ 
of Sales Department: Dix 


Newark, VJ] 1 dine t 


Hildreth Heads EIA Contest Judges 


cident. Chilton 
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says . 
GENE WEDEREIT TUBE TURNS, Inc. 


“It's a good thing for 
a man to be a member 
of the Association 
representing his 
chosen work...” 


and 
here’s why 


Membership in 

NIAA gives 

you friendship, 
assistance, and 
cooperation of the 
most able industrial 
advertising and 
marketing men and 
women in the country! 
The cost is negligible, 
too! Write for the 
complete story today 

.+ there is no obligation. 


NATIONAL INDUSTRIAL \\vze ADVERTISERS ASSOCIATION 


1776 BROADWAY NEW YORK 19, N.Y. 
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NIAA 25 Years Ago 


From the July & August, 1925, 
issues of InpusTRIAL MARKETING 


The most potent sales argument 
a manutacturer has is the success 
ful ase of his redu by a cus 
tomer, Arthur rr, viee-presi 
dent of A. ¢ ielsen Co.. told 
members of the Technical Pul 
licitv Association of New York 

I smng performane lata in place 

insubstantiated claims is being 
recognized as i new tactor n 
market ng Mi k ir? said He 
listed these vital peints to be 
remembered when working with a 
customer to grt riormance im 
tormation 

1. Cet fact personally pues 
NINE MOVIE stars were guests at the ladies luncheon held for wives of mem- sienaninves dent sive @ faith 
bers attending the National Industrial Advertisers Association conference in Los ful picture of product wee 
Angeles. Leading ladies, at top table, from left, were: Arlene Dahl, Jane Russell, . R. : 
Betty Hutton, Celeste Holm, official hostess Hedda Hopper, Dorothy McGuire, = 

Joan Evans, Ann Sheridan and Marie Wilson 


il in vour question 
dont sell your product 


» hard work he 


Where Travelers Can Find NIAA Activity 


Chapter Time Place 


ALBANY 2m e. oOo PM De Witt Clinton Hotel 
BALTIMORE } 30 PM Lord Baltimore Hotel 
BOSTON ‘ urs »:30 P.M Hampshire Hse., Boston 
} Hotel Sheraton, Worcester 
BUFFALO 2nd »30 PLM Park Lane Hotel 
CHICAGO 2n } 0 PLM Builders Clul 
CINCINNATI 30 PLM Maketewah Country Club 
CLEVELAND PM Hotel Allerton 
COLUMBUS, O th Thurs ) P.M Malcolm Jeffrey Leg. Pos 4 
DALLAS ind Thurs 10 P.M. Melrose Hotel mr 8 ri oa — 
DAYTON 2nd Tues 00 P.M. Van Cleve Hotel saciiiien Gar alae tae te 
DENVER Irregular ) P.M Albany Hotel pwalt. ad manager. Milwaukee 
DETROIT 2nd Tues 5 PM Sheraton Hotel orrus Co.. and Delbert Kay 
th Tues . PM manager. Nordberg Mfg. Co 
HOUSTON Ist Mor 7 PM Seven Seas Restaurant wil ost of secretary 
INDIANAPOLIS 2nd Tues 0 PM Athenaeum , 
KANSAS CITY rd Wed ; Noon Continental Hotel lancit rls named 
t Thurs 30 PLM Advertising Club Reader Interest nd “Circule 
LOS ANGELES rd Thurs ) P.M Officers Club or m= a mock Kentucky Der 
MILWAUKEE 2nd Thurs ) PM Plankinton Hotel h hicage neering Adver 
MINNEAPOLIS 2nd Tue ) PM Minneapolis Athletic ¢ lub ~ sam ‘ held their an 
MONTREAI nd Wed 30 PM. — Ritz-Carlton Hotel oli meress Hotel 
NEW JERSEY rd Tues P.M. Military Pk. IHtl. Newark . Hop! hicage Belting 
NEW YORK 2nd Mon 2 Noon Belmont Plaza Hotel ° eects ident of the 
PHILADELPHIA lst ‘ PM Poor Richard Club 
PITTSBURGH t Thu 30 PM. University Club snephseerrnscngg cco Myr ton 
PORTLAND, ORI I ‘ IS PM University Clul : 
ROCHESTER t es 30 PM Lorenzo's Restaurant eiiinl okncemei , 
ROCKFORD, ILI ind Tues 30 P.M. University Club ‘ove of the Teckaiea! Ped 
ST. LOUIS er t 12 Noon Forest Park Hotel i asex on al ve Eastern 
SAN FRANCISCO br PM St. Julien Restaurant dus | dvertisers. Philadel 
SEATTLI es ww PM Seattle Press Club shia, held a joint meet guests 
TORONTO es > PM Babloor Hotel of Bethlehem Steel Co.. Bethle 
rULSA 2nd Mor PM Hotel Tulsa hem. Pa. A trip through the plant 
VANCOUVER, B. ¢ rd Thurs »:00 PM Hotel Devonshire directed by S. H. Yorks and G. A 
WEST. N. ENG ‘nd Thurs : PM City Clb. (Hartford, Conn included inspection of 
YOUNGSTOWN rd Thurs 6 P.M Tod Hotel 
Note: Subject To Change 


ng. ad man 


ent exhibit 
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The Three 


Leading Directories Compared in 





CONOVER-MAST PURCHASING DIRECTORY 


All Other 1,944 





Ga uallion Vue 





All Other 7,612 


Total Circulation 24,805 


Total Circulat 


THOMAS’ REGISTER 


n 19,792 


All Other 8,494 


MAC RAE'S BLUE BOOK 


Tota! Ci ation 18.166 


which is Your best buy 


In selling to industry, it’s ConoverR-Mast Pur- 
CHASING Directory. By concentrating on in- 
dustry’s needs (does not carry any non-industry 
advertising or listings), it has become the exclu- 
sive or the preferred buying guide of a great and 
growing number of industrial buying executives. 
The following are typical of the experiences of 
thousands of industrial executives who have avail- 


able to them practically all directories and other 


Machinery Manufacturer we 
use this directory more than any 
other reference work of this type 
Ita compactness and accuracy 
make it an extremely useful tool in 
our department 
Signed Purchasing Agent 

Rubber Products Manufacturer 
‘l find this particular directory 
very helpful in that it is compact 
and still contains a very good rep 
resentative listing of the manufac 
turers of machinery and equipment 
that we are interested in from time 
to time im our engineering depart 
ment Signed Chief Engineer 

Construction Equipment Manu 
facturer. “Il am very fond of this 
directory particularly in view of 
the fact that it does not require a 
‘crane’ to lift it from one desk to 
another 


Bridge Builder. “We use this di 
rectory a reat deal in our buying 
and find it a valuable and com 
plete source of information 

Signed 
Supervisor of Order Department 

Mechanical Equipment Manu 
facturer. “We use the directory 
quite frequently and place it at the 
top of our list as the most useful 
purchasing reference.’ 

Signed Purchasing Agent 

Power Plant Equipment Manu 
facturer. “We are regular users of 
your purchasing directory, in fact 
we une it in preference to the other 
directories we have on account of 
the ease with which we can find 
the required information.” 

Signed Plant Supt 


information sources: 


*Dota Source: CCA and ABC Statements for December, 1948 
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Signed — Asst. Purchasing Agent 


Direct quotations from signed company letters on file in our New York office 


It will pay you to be represented in the Conover-Mast Purchasing Direc- 
tory by adequate space to illustrate and describe the uses of your product 


Issued Semiannually 


Chrvcage 11, 1, 737 North Michigan Ave 
teow York 17, % ¥. 205 East 42n¢ St 
Clevetand 14 Ore. 435 (coder Bidg 
Los Angetes 6 Cat 

Pa, 333 Kent Pd. Sele Cyoeye 

12639 Tuller Ave 

Tewnton 2.1987 

Rochester 10. 6 Y 68 Medeer Drive (4) Town of Brighton 
Westport 2 3106 


Westport Conn Bay St 
(Little Falls, J. Viewmont Terrace Little Fells 41419 














How to Advertise to Business Men 


f ved from page 26 





Standard Pressed Steel Co 
Machinery 
Reduce Production Coss 

Alloy Steel Products Co 
Henry Vogt Machine Co 
Chicago Rawhide Mfg. Ce 
All these 
amd the wre ng way! 
Many other adv« 
im the 
effort ontent themselves as 
DuPont ad) by making the 
middle 
a sort of apy 


Curtis Pneumath 


companies doing it the 
easy 
rtisers, undoubted 


interest of saving money or 
im the 
gesture 
toward the of noting in 
the ad 

tacked or 


m bemg 


man 
vndage or note 
that it is a reprint of what 


run in consumer magazines 


ason, should be of 


expects to 


und, for that re 


to the man who 


sell those But sometimes 


these 


onsumers 


notes are almost lost in a cor 
ner of th 


Cleveland 


consumet 
Twist Drill ad 
address the distrib 
like the best 
directly to 


copy ser 


The best way to 
or or the salesman is 
way to address anyone 


him in terms of his own desires and 


Just as a matter of courtesy 
should be a 
of efhicient 


it most cer 


problems 
the ad to the middle man 
special one; for the sake 

mmunication with him, 
tainly should be 
benehits he 


hit iself im vé 


written about what 


in obtain by interesting 
nur product 

distributor 
wner is hard-boiled, it is ob 


he will be taken in by 


Remembering that the 
wv store ov 


us how littl 


cliches: the 
of the manufacturer's plant, the draw- 
ings of dollar 
registers, the 


the advertising pictures 
bills raining on cash 
ant talk about 
big volume and profits, the discourses 
and the 


tues an advertiser like to boast about, 


extravag 


on “reputation various Vir 


and the cock-sure assertions of “how 
easy” it is to sell this particular prod- 


uct 


How Naive Can You Get? 


A Yale & Towne Mfg. Co. 


handling) ad—in a 


(mate 
rials magazine 
read by mill supply salesmmen—shows 
dollar bills and the 


Pickings.” 


a fist clenching 


“It's Easy Copy 


he adi ie 
starts 


Once your customers learn about 
this new member of the Yale Load 
King Hoist family, you'll be busy 





when you sell the 
NEW Yole loed King 
chain type electric hoist 








IDEAL DISTRIBUTOR NEWS === 
ANNOUNCE AARD-ITTING ADVERTISING 
& SALES PROMOTION PROGRAM FOR 1949! 





Every 
machine 
e profi itable 
“big ticke 


sole a] 


a line 8° 
wide you fi 





prospects 
every 


ONE Line to Serve ALL Your Markets..." 
WORTHINGTON 


 ] 


©¢@ 3 
~ SIS 


woetTHincton 


volume and fefies 

 wecause the line is so wide you find 
prospects in every plant — everywhere 

Y and because every machine is 0 big 
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One -fourth of... 


... the nation's engineering construction work is under way in the five 
states, plus Dist. of Columbia, area blanketed by CONSTRUCTIONEER 

with 1951 prospects just as good! . . . Over 240 advertisers are back- 
ing their sales efforts in this vast equipment market with continuing 
programs aimed to reach the 10,000 hard-working, ready-to-buy readers 
of CONSTRUCTIONEER! 


26 times a year readers look forward te news- 

packed issues with well written features of high 

local interest. Top notch editorial means more 
ad readership too! 


Constructioneer 


he oun New York Pen o New Jersey 


556 High St. Nework, N. J 


"10,000 Readers in the Nation's Greatest Market" 


ee) a Lee ee ee eee 
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But there's only one 
way they can find out about it 
you've got to tell them. Tell them 


writing orders 


and you will have easy pickings «ell 
ing them! 

I can see a tough mill supply house 
perator of distributor wincing at 
this naivete 

The middle man doesn't like to be 
told easy it will be to sell the 
product, and how rich he will 


handling it. He 


how 


ret by 


knows, from expe 


rience, that few items are easy to sell 
he wants to make up his own mind 


should give 


on that subject “ you 


him evidence rreot promises 


Tell Them How & Why 


(ood advertising to distributors 


ind dealers consists of 

1. telling them how and why they 
can make money handling your prod 
uct 


giving others 


ex rmples of how 


have made money handling your 
product 
}. telling them what you are doing 
in advertising and sales help—to 
he lp them make sales 
b. showing them 
a to make the 


how to promote 


and sell « most sales 
und the o 
Let's cis uss var 


" these 


things 


1. A mee neu 


omment 


This 


urge 


product 
nemis no « except to 
that the new product not be presented 
«= such but as a new and better op 
portunity f make more volume and 
ot 
2. Bui 
This should be the 


at te ealers net just to the 


ews into an old product 


type of news ol 
wnulacturer or to the use 

Sun blectric orp introduced a pre 
ran alled Diagn 


Sun Scientific 
entirely new 
that 
tive 
pens new s 
ips everywhere 
ontained in the 
from Diagno 
Skilsaw 
all salesmen employed 
f SAI ols, unveiling facts and 
higures ! 
ol lor 
Ideal Industries put their 


SLAKM) contest for 


by distributors 


unusal applications, ev 


g-lasting quality 


ulvertis 


i message in newspaper format tell 
ubout new pt xiucts, new par kag 
sales aids 


ing new axdvertising ew 


new uses, ete 


t. Stress the complet the 


line 


Du Pont makes two types of 
anti-freeze 


With “Zerex” you'll be able to take 
care of the customer who wants to 
put in his antifreeze once and forget 
it. Tt is the one«hot anti-freeze de- 
veloped by Du Pont research for 
who demand the best—and 
sre willing to pay a little more for 
the satisfaction of having it 

With “Zerone™ you can meet the 
needs of the who wants 
good safe protection—and whe want> 
to SAVE MONEY in the bargain 
and there will be plenty more people 
like that this fall) 


W octhington 
ing and refrigeration 


serve ALI 


people 


car-ow her 


offers air condition 


dealers “One 


Line to your Markets 


Worthington’. is the most complete 
line of machinery for air conditioning 
You can select the 
right equipment for each installation 


and refrigeration 


profit. Be specifi 
Just screaming PROFITS 


type and 


| Promi se a 
sbout this 
in big neglecting to fur 


nish evidence of how much proht or 


/} 


why the profit is more certain with 


the one particular brand—would pet 
merchant | know of to 
for his ordet pad Vet 


content to 


suade no reach 


many adver 


lisers appear show a pu 


he adline 


the word profts in box-car type and 


ture of a cash register and 
then henpe the dealer will be sufficient 
with 
take m the line and 


‘ nthusiasm to 


devote his full 


ly nfected their 


energy t t 
boost your profits 
and the like are so 


int possibly have much appeal 


overworked 


experience hardened middle nen 
© example, these headlines were tak 
from a sinaete 


Ne “ 


issue 
Profit 


Sensational 


tv for You! 


( Ipportu 


Here's Money in Your Pocket! 

These Favorites Will Increase Your 
Volume and Profits 

Hoot Mon! They're Money Makers! 

Now’s the Time for Big Profits 

Bigger Profits 

News! Profits 

You'll Pile | p Sales and Profits 

Display “Em for Easy Sales, Big 
Profits 

Here's Real “Pay Dirt” 

This Cocktail Has a 
Punch. 

Jobbers'! Boost Your Profits 

More Power for Profits 


l 2 Punch for Protits 


Real Profit 


Extra Profits 
Profits for YOU! 
Your Profits 


Bigger 
Line Tease 


Profit Tip 


\ good ad on profits is this one by 
headlined, “Its a 


B F. Goodrich 
Deal! 43°, Profit!” Here's the copy: 


It's a good deal for druggists when 
the Miller-B.F. Goodrich winter flat 
good. promotion goes on $ deals, 
in fact, all with a profit of 43 per 
cent plus! 


Deal No. |! 
Bottles. It's a 
ment of 
It cost the druggist $37.24 
Druggist’s selling price 66.40 

Druggist’s profit $29.16 or 43.9% 


Water 


assort 


features Hot 
well balanced 
10 pieces 


No. 2 features combinations 

It is abo a 30-piece assortment 
It costs the druggist $41.22 
Druggist’s selling price 73.80 
Druggist’s profit $32.58 or 4419 


Deal No. 3 features 
inges. also a 


fountain syr- 

-piece assortment 

It costs the druggist $38.55 

Druggist’s selling price 68.20 
Druggist's profit $28.65 or 4345 


Each of these deals comes complete 
with an electrical 
Flasher Display for window or count 
er, Lses AC or DM 


attractive 4eolor 


\ Simoniz ad charts the “you pay 


you sell, your profit hgures for its 


various sizes of containers 
». Tell 
Rockwell Mfg. Co 


broad that everyone is 


market is 
says its Delta line 
good 


him where the 


prospect—big plants, little plants, 
back-ally 
You can sell 

you call on 
Du Pont 


ment dealers 


und loft shops and s« hools 


Delta in any plant 


tells automotive equip 


70% to 80% of all « 


have low-opening thermostat. and op 


urs on the road 


erate at temperatures well below the 
boiling point of “Zerone™ solutions 
You can safely recommend “Zerone” 
for protection in such cars down to 
0° 
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,¢iuBade. 
a “me eeee. 


no mo’ 
eeny, meeny, 


miny buying! MoH ag | learn new abe 


for PF decals to sell your 
products. See the brilliant 


color reproduction, the 


These days shoppers buy by brand! 


Make sure they look for, ask for, reach for 
ease of application of 


PF decals. Send today for 
the 16-page booklet plus 


your product .. . by covering all bases 
with “‘shopper-stopper’’ PF decals. On your 


product — whatever it may be! On your 
samples of PF decals. 
trucks, autos — wherever they may gol 
Remem they're tai 
On store windows, counters — wherever space ember, they're tailormade 
exists, PF decals brand your tradename on — special PF decals can be 


the buyer's mind, clinch those sales! designed for best service 


on your product. 


art services, consultations and 
estimates without obligation 


mi eee Oe ee 
PALM, FECHTELER & COMPANY 
Dept. 'M. 220 West 42nd Street 
° d New York 18, N. Y. 
e Yes! | wont your new booklet. Please rush my copy 


by return moil. 
Please hove your representative call on me. 
NEW YORK, N. Y. - E. LIVERPOOL, OHIO - CHICAGO, ILL. NAME 
Write Dept. IM, 220 West 42nd Street, New York 18 pn 
city ; ZONE STATE 
hay OF BUSINESS . a 
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be—interesting. This could be done 
by indicating the wide use of your type 
of product or the need for such a 
product 

An interesting example is the Bas 
“You'll Find 
Increasable Profits in the “Reducibk 
0%"! What i the Reducible 


we," ? The copy explains 


sick ad which promises 


Here's an idea that’s going to make 
you seme money 

You know how everybody's inter 
ested in reducing costs —yet finding 
it difieulhl to know where to cut 

ages, taxes, plant overhead are 
pretty much pegged. So—what costs 
can be cut’ 

Well, cot analysts tell us that ma 
terial~handling generally runs about 
1% of tetal manufacturing costs 
Farther materialehandling is one 
cost item that is susceptible to reduc 
tion. Which means—your customer. 
will weleome any idea of yours that 
savings in materialshandling 

That's why you can get attention by 
talking the savings that Bassick prod 
ucts can make in material-handling 


That's why we, in our advertising 


to Geers feature the “Reducible 


nm” 


Prove 


middle man doesn’t want the 


market acceptance. The 
job of 
building brand recognitior ™~ the 
fact that 1 recent 
bederal-Mo ul engine 


knou 


survey shows 
bearings best 
of the jobbers 
of the 


nechanics and 42 of the car own 


and to o3 
62 of the leet owners, 50 
rs should be helpful iu onvincing 
the p dealer that he isn't 
taking na dog ws he n he takes on 
bFederal M yul 


ospec#tive 


it's somebody else's loss. On the other 
hand, if it’s a sure thing, he wants 
to get in on it, too 

The Simoniz ad just mentioned of- 
fers “proof that this amazing bargain 
offer can skyrocket your profits” by 
reporting 

The Simoniz Mop Display has 
proved to be a sensation in dozens of 
stores throughout the great Chicago 
area and Bloomington, LIL, where it 
was tested. The astonishing results 
showed that this special deal in- 
creased sales of Self-Polishing 
Simoniz up to 40% 

‘Colonial Store No. 1100, Norfolk, 
Virginia, reports that sales of cheese 
from this Elsie Cheese Center were 
$332 in ten days.” This Borden Co. ad 
also lists the names, issue dates and 
circulations of the magazines carry 
ing its Elsie the Cow advertising and 
points out (apropos of point number 
ubove): “Elsie, known by 8 out of 
10 of your customers, is just the gal 
to help you profit.” 

General Foods gives proof that its 
Log Cabin Display Plan “Boosts Re- 
lated-Item Sales up to 450°” by re- 
porting the scores al various stores. 
For example: 

Cambridge, Mass. The Manhattan 
Market ran Log Cabins LIFE display 
with pancake mix, coffee, and pine- 

increased sales of I o£ 
t4A2% ands related 
items up to 450% 


apple juice 
Cabin Syrup 
General Electric also uses testi 
onial copy for its fast-charger 
Point is to 


get the station to put in « 


Sure, I did plenty of fast-«charge 
yusiness when | had just one fast 
harger—buat | needed another to 





WOew (HGet BL AemES 


CAUSE ON PUMPING 








NO CHARGE. . SIMONIZ 
DELUXE DUST MOP 
a 


, SELFPOLISHING SIMONIZ! 


eet) PEDO! (me! RO Aw ETRE beetas 
rows reer 





handle all the business, and to give 

the kind of service my customers ex- 

pect,” says James (Sully) Sullivan. 

“I was turning customers away, even 

in the slow season, just because I 

couldn't give them all a fast charge 

right away. . 

“Now, | figure my charging busi- 
ness runs as high ax 15 per cent of 
my total, and I'm getting all that 
comes in, without turning customers 
down when a charger’s in use. I'm 
making more battery sales and other 
tie-in sales, too. 

“Yes, I need more than one fast- 
charger as much as I need more than 
one gas pump. Charging jobs always 
seem to come in pairs, and I've got to 
be ready to handle them.” 

In pictures and captions a Gillette 
Tires ad tells, “How the Minneapolis 
Wholesale Distributor Helps 300 Gil- 
lette Dealers Keep Ahead of the Mar- 
ket.” The reader is shown views of 
the front of the Standard Supply Co. 
store, the president and operating 
manager, a corner of the display room 
with Gillette featured, and several 
shots of Standard salesmen on sales 


calls. 

\ Bear Mfg. Co. ad won't take any 
prizes in an art directors’ show, but 
loaded for bear. In de 


“et nding order 


it's really 


Newspaper streamer “A Gold 
Strike in Ohio?” 

“SURE 
pects for one in your town, too! 

Box: “Here's How 2 Men with $250 
Each, Built a Highly Profitable Busi 
ness in Wheel Aligning and Balan 
ing.” 

Copy tells how they did it 

“You Can Do the Same in Your 


Small In 


there are good pros- 


Community with a Very 
vestment. Here's how 

m “heres how 
photos of Bear 


Copy 
Across the pag 
under the heading. 


t quipme nt Will 


equ pment 
“This 
Start You Out 
Reproduction of the Bear sign, 


l ow-Cost 


mastheads of The Saturday Evening 
Post and Time and « 


INTINUE ED 


upon 


Gilruth Joins Harry W. Smith, Inc. 


Ediphone Promotes Cunningham 
Austin Cunninghan nage 
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stands 
out! 


Yes ... one stands out from all the rest 
the one magazine that's edited exclusively tor 


the Plant Engineering Group 


the one magazine that spans all industry 


gives you well over 35,000 selected industrial units 


. the one magazine in which your 
advertising gets group readership within 
the Plant Engineering Group: The executives and 
engineers who select, install, operate and 
maintain equipment for power, processing and 
engineered plant services .. . and where 


your advertising gets results 


Yes... one stands out as the straight-line route 


to the men you want to reach... and 
that one publication is INDUSTRY AND POWER 


NEXT AVAILABLE ISSUE-OCTOBER 


First forms close September 1; 





plated advertisements accepted 
up to September 15 


we » \B INDUSTRY AND POWER 


St. Joseph, Michigan 


j 
j 








The magazine for the Plant Engineering Group 





INDUSTRIAL MARKETING, August, 1950 





Advertising Volume 


in Business Papers 


July 


Volume 5.6°/, (in Pages) Under 1949 


Greond Tete! 


Year to Date 
Volume 4.7 (in Pages) Under 1949 


Grend Total 


tadustrial Group 


ULY advertixing volume for 249 busi 
J ness papers shows a decline of 5.6' 
from July. 1999. Year-to-date figures 
give a 4.7 decline tor the first seven 
months of 1950, the first time this vear 
that a monthly decline has been greater 
than the vearly cumulative figures. A 
total of 24.540 pages were placed in July, 
compared to 26,002 in July. 1949, with a 
total for the vear of 182.416 pag mn 
1950 compared te 191,364 in 1949 

The 149 reporting publications in the 
Industrial group show a loss of 2 or 


S17 pages under last July imulative 
figures tor this gre 

h HY 

irried in 1949 


Product News 


from last 


ages less the 
dropped 
cumulative 


showin 


7x10 
nits 

The Trade 
f 15.6 
vearly tally 
tinuing t 
luly. and OB 
Expert paper 


imu 


Industrial Group 
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When you advertise 
your 


sales messages 


- 
- 
*ae™ 


get a 


Cl 


head start with 





“=. 


chemists & engineers } 


in operations and development 


| buying 
ee-and penetrate the specifying 


of the Chemical & Process Industries! 


‘heart 


Only Industrial & Engineering Chemistry offers original 
work-material that plant chemists and engineers must have 
to solve development and production problems. Your sales 
messages get a head start in | & EC. “Hard-to-reach”” mem 
bers of the 7-Group Buying and Specifying Teams within 
the 21 Chemical & Process Industries depend upon I & EC 


for needed original articles and work-material 


Proof of its value to them is the fact that Industrial & 


INDUSTRIAL & 


ENGINEERING CHEMISTRY 


Engineering Chemistry has the highest subscription renewal 
rate of any magazine in its field—80.1% of 33,902-and no 
2 or 3 year subscriptions 

Only Industrial & Engincering Chemistry offers you such a 
Officials «+ 
Engineers « Research Directors » Chemists + Consultants 


balanced circulation of Works Executives + 


+ Foremen & Supervisors — the 7-Group Buying and Spec- 
ifying Team responsible for developing, changing and oper- 
ating plants and processes in a multi-billion dollar market 


W orkmagazine of the 
Chemical & Process Industries 


~ orev nee — - ne 


Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REIMMOLD PUBLISHING CORP. 
330 WEST 42ND STREET, NEW YORK 18, WN. Y. 


NEW YORK + CHICAGO PHILADELPHIA 
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CLEVELAND + DALLAS 


* SAN FRANCISCO + LOS ANGELES + SEATTLE 


109 





Industrie! Group 1950 1949 


Supervision 


Teleph 


& Sewage 
Works Pr 
Welding 


I 
ern Ca 

‘ 

I 


Product News Group 1980 1949 
Poges 


ume figure 


Trede Group 


1949 1950 1949 


” 
a Poges 


Poges 
rs’ 
t publist i in July August 
Management 
x 11% 


es 

Trade News 9 9 
Heating Business 
Heating Journal New in Home 
Heating Whole mics shed in July 


718 


Export Group 1950 1949 
Pages 


American Automobil 
verseas edition) 
American Exporter 
(two editions) 
American Exporter Industrial 
two editions) 
Automovil Americano 


Laminos y Callies 

Embotellador (quarterly 

barmaceutic 

Hacienda (two editions) 

f Hospital 

Ingenieria Internacional 
Construccion 

Ingenieria Internacional 
Industrial 


McGraw-Hill Digest 
Petroleo Interamerican 
Pharmacy Internationa 


Revista Aecrea Latin 
americana 
Revista Rotaria 


Spanish Or 
1-5/16 x 


Textiles Panamer 
tal 


les a spec ssur 
ides classified adverti 

: ! 

ssues 
ee issues 
‘Four issues 
Five issues 


NoOTI The above figures must rt 
reproduced without pern 


Cor tions 

May. 1950, figures 

be 158 pages 
rted 

First six 

M 


I WANT sales, sales and more sales in your territory, Carson! Have I em- 
phasized that point strongly enough?” 
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You want the whole loaf 


...80 why halve it? 


The 21 Chemical and Process Industries comprise a multi-billion dollar market 
which buys 46% of all new equipment and 51% of all raw materials purchased by 


U.S. industry. 


To get your full share of sales from this big market, schedule your sales messages 
in C & ENews—the only publication with a circulation big enough—70,000 copies 
to cover the entire 21 Chemical and Process Industries. This is double the circula- 


tion of any other publication in the field, yet its cost per thousand is the lowest. 


70,000 copies C & ENews, the only weekly newsmagazine serving the Chemical and Process 
every Monday Industries, is your most economical medium in which to reach the 7-Group Buying 
and Specifying Teams . . . the blanket circulation of: Officials * Works Executives ¢ 


Engineers * Research Directors * Chemists * Consultants * Foremen & Supervisors 


CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD 


Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 





NEW YORK * CHICAGO * PHILADELPHIA * CLEVELAND * DALLAS * SAN FRANCISCO * LOS ANGELES * SEATTLE 
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Chemical Process Industries Show Growth 


Value Added by Manufacture— 
Chemical Process Industries: 
1947 





1. Chemicals $1,862,049 
Coke Oven Products 278,230 
975,442 


, 
3. Drugs & Medicines 
4 


Explosives & 


Fireworks 124,172 
126,856 


096,499 


Fertilizers 
Glass & Ceramics 


Leather (Tanned, 
Curried & Finished) 

Lime and Cement 

Oils and Fats 

Paints, Varnishes, Pig 
ments & Allied 
Prod 

Paper, Pulp & Board 

Petroleum 


Rayon & Allied 


Products 


Rubber 


403,783 
287,189 
728,534 


$73,237 
592,886 
502,894 


447,877 

Products 302,863 

Soap, Glycerin, Clean 
ing, Polishing & 
Related Products 


Other 


606,079 
2,091,750 
000,340 


Products 


Continued from page 52) 


the end of the war. A further increase 
of 35% 


years, at an outlay 


is planned for the next three 
of more than $1 
billion annually. Half will go for ex 
pansion, the remainder for replace 
ment or modernization 

Phe chemical process industries had 
1947 shipments of $35 billion. Value 
udded by manufacture was slightly 
more than $14 billion, or about 19° 
of the total for 

While the Middle 


others 


American industry 
Atlantic 
states had a 
1947 than $1 
billion each. They were California 
Illinois, Ne “ Jersey, New York, Ohio 


Pennsylvania and Texas 


region 
leads all seven 


production of more 


Last year was one of mixed results. 
the 
process industries had tough sledding, 
forged 


The paint, varnish 


Sore components of chemi« al 


while others ahead without 
serious opposition 
ind lacquer industry consumed about 
is many chemicals tonnage-wise 


1939 


Iwice 
The rayon industry 
setback 
but rallied in the 


= mM sus 
in the early 


fall to 


tained a severe 


part of 1949 


set some all-time records in rayon 


chemical consumption. 
Rubber was not a star performer in 
1949. Although it did better than in 


any consumption ot 


wartime year, 


chemicals fell below levels. 
With the war drums beating in the 


distance, however, the tempo has al 


postwar 


ready been ste pped up to keep A meri- 
vehicles rolling regardless of 
events in the Last. 
The fertilizer industry 
sumer of chemicals, has lost a large 


can 
Far 
a large con- 


part of its export market as European 
countries got back on their feet. How- 
ever, the farm market has displayed 
surprising vitality and may be able to 
absorb the rising output of agricul- 
tural chemicals. 

This exposition could be continued 
indefinitely, but three figures will tell 
the 1947, the chemical 
process industries had 7.5% of the 
of their em 


story. In 


nation’s plants, 13.4% 
of the value added 


ployes and 18.8°% 
by manufacture. These totals are far 
above the national average for one in 
dustry, not only in physical assets, but 
in the indomitable spirit which in the 
long run is the true assurance of well 


being 





No 


The Growth of the Chemical Process Industries 


— A Comparison Between 1939 and 1947 — 





7 Plants 


Industry 193 


(Money figures in thousands of dollars) 


Employes 
1947 1939 1947 939 


Cost of Materials 


Value of Shipments 


1947 1939 1947 





Chemicals 
Coke Oven Products 
Drugs and Medicines 
Explosives and Fireworks 
Fertilizers 
Glass and Cerar s 
Leather (Tanned, Curt 

& Finished) 
Lime and Cement 
Oils and Fats 
Varnishes 
Produc 


Paints 
& Allied 
Paper, Pulp ar 
Petroleun 
Rayon and Allied Pr 
Rubber Product 

Soap, Glycerin, Cleaning 
Polishing & Related Pr 


Other *roducts 





238,324 § 
38,938 
107,826 


21,727 


509,378 
261,217 
173,782 
28,713 
128,630 
180.669 


83.130 
1,693 
32,749 
8.400 
18,744 
129,946 


20,371 


243,077 
53,205 
42,671 
58,856 


228,774 
82,236 
491,204 


47.252 
33,259 
33,68 


28,173 67,807 
137,445 216,503 
72,840 146,327 
48,332 71,882 
120,740 259,092 


788.959 
676,997 
933,264 

78.460 

496,174 


198,673 
845.814 


18,752 
145,906 


44.962 
280,747 


$1,137,490 $ 3,855.146 
346,978 1,040,871 
512,451 1,570,513 

75,681 229,235 
185,684 311,657 
554,006 ,568,198 


$ 1,993,620 
762,641 
595.071 
105.063 
197,049 


508,370 


346,438 
229,582 
630,863 


666,302 
194,581 
429,346 


070,085 
481,77 
141,226 


964,365 
511,103 
135,705 
262,615 
474,105 


518,847 1,537,602 
159,867 4,103,989 
2,461,127 6,638,869 
247,066 705,271 
902,329 2,716,447 


798 546 
3,008,935 


392,401 
1,401,588 


1,398,860 
5,041 391 





981,041 1,912,315 $6,602,944 


$11,102,398 $35,411,130 
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“WILL YOUR 
BREAK-EVEN POINT 
BREAK YOU? 


It can. even though volume and price ke vels are high and immediate 
sales problems seem low. 

Until recently it was critically important to keep above the 
high postwar break-even point. Today, the break-even point has another 
meaning for industry's executives. Most companies are operating well 
above this critical point, and many companies are tempted to coast along, 

But the fact is that each dollar of sales over and above break-even 
points is a dollar that can be more fully invested to strengthen your 
company s competitive position. The profit margin widens with 
increased volume, and a greater percentage can be safely allocated 
to intensive sales effort. 

“OMe ALUTCSSIVE « ompanies are seizing this opportunity. They ill 
he the leaders in their industry tomorrow. 

And more and more of these alert managements are enlisting the 
services of MODERN INDUSTRY. the monthly magazine for 


executives in industry, in this drive 


Lith Vodern Industry's pioneering article on vak-even point analysis Septe mber, 1947, 


AMERICA’S FASTEST @ 


GROWING 
EXECUTIVE MAGAZINE eeeeeeaceeeeooeooooeoeee eee 
r= ke 


be am 


awa Modern 
i  Industr 


— 
7 


; 
% 
~4 


400 MADISON AVENUE, NEW YORK 1 . Y 





INDUSTRIAL MARKETING, August, 1950 











Chart F: 
Dollars of Expenditures 
for Plant and Equipment per 
Dollar of Business Paper Advertising 


Expenditures 
Business Paper for Plant & 
Advertising Equipment Ratio 


(Millions of $) (Billions of $) 

$51 $5.1 $100.00 
59 6.7 113.56 
51 88.24 
58 2 89.66 
101.56 

109.33 

73.49 

37.50 

34.90 

38.37 

67.42 

82.65 

85.33 

81.80 











— —————E 


1936 "37 '38'39 40 41 42 43 34 47 ‘48 49 











1948 total (See Chart D 


Business Paper Volume for 1949 Analyzed p= hater ag 


- 
Continued from page 35) lationship between national income 


vested | ulvertisers in business pa vertising to national income.’ If the and business paper advertising. Indus 


pers. More than one half of this iverage ratio for the past five years is trial « ompanies are investing more ad 
imount has bee n rr t d with n the ! aintained this year, business paper vert Sing dollars per dollar of national 
past five years udvertising will approximate $225 income in business papers than ever 
Looking ahead for 1950. we have 000.000 for 1950. This will be slightly before 
From 1933 to 1941, business papers 
received $1 for every $1,200 or $1,300 


of national income. In 1942 this went 


stuclied the ratio of business paper vd shead of 1949 and about equal to the 





Chart G: Business Papers Tap a Rich Potential Market 


(All figures are for 1949) up to $1 for every $1,600 of national 


- income. 
NATIONAL INCOME 1949 
Since that time, however. the ratio 
has come down gradually to where, in 
1949, business papers received $1 for 
every $1,000 of national income. This 
trend indicates an increasing accept 
3 Billion dollars invested 
mn Newspaper, Radio and 
Genera! Magazine Advertis tisers in their use of business papers. 
"g Today business papers receive a great- 


Persona ance on the part of industrial adver 
MARKET 
er share of the national income than 

ever before 
This same picture is borne out in the 
relationship of business paper adver- 
tising to plant and equipment expen 
248” Million dollars ditures, Chart F. From 1936 to 1940, 
invested in Business business papers received $1 for every 


Poper Advertising 
$90, $100 or $110 of expenditures for 











plants and equipment. This ratio went 





down in 1942 to $1 for every $73.50, 
0% . . 
The Personal Morket hos twelve times the advertising competition and in 1944 it hit the lowes t mark 
than thot which exists in the business morket 
mperes with the 
» and newspapers 
w by WeCann-Erickson 
king the McGraw-Hill estimates and 


les 
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‘ 
RY 


JAS 
% 
Cy & 


Ka 
EACH MONTH MORE 
INDIVIDUALS (35,053) PAY 
TO READ CE. THAN THERE 
ARE PEOPLE IN CHEYENNE, 
WYOMING THESE READERS 
ARE MEN WHO ACTUALLY BUY 
OR ACTUALLY SPECIFY 
CHEMICAL PROCESSING 
EQUIPMENT AND MATERIALS 


wp LA 


C.E. rouows a 


STRICTLY DEFINED PLAN 
IN SELECTING MEN IN 
MANAGEMENT AND PLANT 

| GROUPS. NO SUBSCRIBERS 
ARE ACCEPTED UNLESS 
THEY ARE IN THE RIGHT 

FUNCTIONS, TITLES 
AND INDUSTRIES / 


_ 


oS 





pGest MONTHLY MAGAZINE 


“IN ADVERTISING PAGES 





“90% OF OUR NEW BUSINESS CAN BE TRACED 
DIRECTLY OR INDIRECTLY TO OUR ADVERTISING 


CANA ENGINEERING? 
SAYS MR. R.C. MILLER, POWER 
TS CO., New vorK.” SINCE JUNE 
1948, WE'VE BEEN USING 1/g PAGE ADS IN 
C.E. (7's oBvious THAT OURC.E. ADVERTISING 
IS IMPORTANT TO US. ” 











THE CHEMICAL PROCESS 
INDUSTRIES ARE A GROWING 
MARKET / THIS VEAR 2.3 BILLION 
DOLLARS ARE BEING SPENT FOR 
NEW PLANTS ANO EQUIPMENT 
THIS IS MORE THAN Ys OF THE 
ff, TOTAL CAPITAL EXPENDITURES OF 
Y {BLL MANUFACTURING INDUSTRIES 


330 West 42nd. Street. New York 18, N.Y. 











0 
49 1 OF ALL NEW 


HOSPITAL EQUIPMENT NEEDED 


is NEEDED IN THE SOUTH 


The 14 Southern States are now Southern Hospitais is the only 
engaged in a building program de »urnal that gives complete concen- 
signed to boost Southern Hospital trated coverage of this booming 
facilities to a level equal to the i dollar market. It performs a 

his tremendous 
national everege ‘T : - dGetinite, necessary service to South- 
undertaking involves the spending : 
. , ern institutions (a service not dupli 
ol over $921 million for buildings 

] : ate yy any oth licat i 
and equipment, and, in 1949, South cated by any er publication in 
»f 

ern Hospitals already under con the field) and, because of this, is 
struction or in the biue-print stage thoroughly read and deeply respect- 
were valued at better than $267 ed by Southern hospital people 


million 


More than 100 manufacturers and 
No other sect 


suppliers have found the advertis 
tters such a great potentia 


ing pages of Southern Hospitals 


hospital equipment That is 
a sure way to prolitably increase 


sthern market 


pul ation and » sales. It can do the same tor your 


saies eltort product rt serv e 


SOUTHERN HOSPITALS 


PUBLISHED BY 


Clark-Smith Publishing Company 


218 W. Moorehead St. Charlotte 2, N. C. 











For Authoritative “Pacts on 
84 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of over 


200 PUBLICATIONS 


see your copy of the new 1950 edition, 
MARKET DATA NUMBER 
INDUSTRIAL MARKETING 


with $1 of business paper advertising 
for every $35 of expenditures on 
plants and equipment. 

Gradually, since 1044, this has come 
back up to $85.33 in 1948, and in 1949 
averaged $81.80 for every dollar of 
business paper advertising. The 1949 
figure is a lower ratio than for any of 
the prewar years from 1936 to 1941. 

Business paper advertisers tap a 
vast potential market. Over the years 
we have attempted to determine the 
relationship of the business market to 
the personal or consumer market. 
However, because of the complex in- 
ter-relationship of both markets, any 
such estimate must necessarily be dif 
ficult. 


Nevertheless, through the vears 
three separate estimates have been 
made by these outside authorities: the 
Twentieth Century Fund, Dr. T. H. 
Beckman of Ohio University, and the 
Department of Commerce. 

The estimates indicate that the 
market is split roughly 50-50. As 
suming this split is reasonably correct, 
we can split national income to pro 
vide a picture of the potential for each 
market. The national income for 1949 
was reported as $221.5 billion dollars, 
or $110.75 billion dollars for the busi 
ness market and a like amount for 
the personal market. 

In 1949 magazines, radio and news 
papers carried approximately $3 bil 
lion of advertising; or stating it 
another way, $1 of advertising for 
each $36.53 of national income. In 
contrast, advertisers who spent $248 
000.000 in business paper advertising 
(for space and production were 
shown to have invested $1 for every 
$446 of national income This might 
be interpreted to signify that adver 
tising competition in the consumer 
market was 12 times greater than ad 
vertising competition tn the business 
market (See Chart G) 

Business paper advertising is run 
ning at a healthy level with definite 
indications that within the past five 
years it has had increased recognition 
on the part of industrial advertisers 
ind their advertising agencies 

This recognition is attributed not 
only to expanded markets, which in 
turn have been made available through 
specific publications, but also due to 
the sustained and increased interest on 
the part of readers for know-how in- 
formation on their respective fields 


ind occupations 
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Mass Spectrometry 

Electron Microscopy 

Distillation 

lon Exchange: 

Instrumentation | 

Automatic Operations.in Quantitative Analysis 
Distillation-Diffusion Unit 

instrument for Controtled-Potential Electrolysis 
Microdetermination of lodine Employing Radioactive lodine 


It may seem “long hair’... but 
your sales “short cut” into industrial and 


° . . 
ic re -atories is al Chemist 
atomic research laboratories is Analytica istry. 
Analytical Chemistry’s editorial content provides subscribers responsible for anal- 
ysis, research, engineering and instrumentation with technical work-material. It 
is the only industrial laboratory magazine edited exclusively for chemists and engi- 
neers engaged in today’s involved analysis procedures. 
Your advertising in Analytical Chemistry reaches readers in their own exclusive 
work atmosphere . . . helps them in their far-reaching chemical and process indus- 
tries development projects. 
Each member of the 7-Group Buying and Specifying Team: Officials * Works 
Executives + Engineers « Research Directors * Chemists * Consultants « Foremen 
& Supervisors — is important to your sales success in the 21 chemical and process 
industries. 


Sell them all through the better balanced ABC circulation ef Analytical Chemistry. 


AWALYTICAL 


enemistay ANALYTICAL CHEMISTRY 


° Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


' 
; = 


ie | 330 West 42nd Street, New York 18, N. Y. 
—_ 
NEW YORK * CHICAGO * PHILADELPHIA * CLEVELAND * FORT WORTH + SAN FRANCISCO * LOS ANGELES * SEATTLE 


Wz 
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The 
largest 


circulation 





of any 
engineering 
periodical 
in the 
electrical 
field 


66 YEARS OF 
TECHNICAL 
PROGRESS 


ELECTRICAL 
ENGINEERING 


moat THAN 


50,000 


CIRCULATION 


FIRST IN THE 
ELECTRICAL FIELD 


The editorial content is avthorita 
tive with complete details of im 
portant discoveries, developments 
and the latest in engineering prac 
tice. ELECTRICAL ENGINEERING 
s directed to and holds the close 
attention of all progressive elec 
trical engineers throughout all in 
dustry. ELECTRICAL ENGINEER 
ING reaches ond influences men 
at the top of their profession, top 
nking executives, and electrical 
engineers in every branch of in 
dustry men who specity what 


to buy ond where buy 


Advertisers aad 
Agencies are invited 
te wire or write for 
complete information 


ELECTRICAL 
ENGINEERING 


SUITE 7-8, Lower Level 
500 FIFTH AVENUE 
NEW YORK 18, N.Y. 


Cover Story _— 


Sperry Sells Radar 


to Old-Time Fishing Captains 


tbe SCORN of commercial fishing 
boat captains for “newfangled” 
wartime deve lopments suc h is radar 
ind = automati steering systems is 
being broken down by advertising 
It hasn't been easy. The most ven 
erable traditions of the fishing indus 
try from Newfoundland’s banks to 
the Great Lakes are centered around 
the navigational lore of the captains 
But fishermen are good business 
men, too. It wasn’t long before mod- 
ern invention and the need for longer 
trips to fishing grounds paved the way 
for the break—encouraged by adver 
tising 
Before the war Sperry Gyroscope 
Great Neck, N. Y., maker of pre 
ision navigation instruments, had 
nade inroads in the maritime field 
with gvro-compasses, automatic steer 
systems and other marine aids. 
But it wasn't until the radar and 
loran navigations systems developed 
in the war became commercially 
available that advertising was called 
ipon to do a real job in the fishing 
madustry 
In 1946 Sperry began a campaign 
of black-and-white ads in general 
wwazines, Business Week and re 


gional and national fishing publica 


Cover 
Picture 


tions for radar, loran and Sperry’s 
Magnetic Compass Pilot (automatic 
steering!. The successful campaign 
is continuing, as sales to fishermen 
have increased 

( opy themes stress economy of op 
eration, safety, accuracy of naviga 
tion, the advantage of faster trips to 
and from the fishing banks and—in 
the use of automatic steering equip 
ment—more hands for fishing 

A sidelight of the campaign has 
been its attention to technical detail, 
which has been an important factor 
in gaining acceptability for the adver 
tising among the fishermen them 
selves. For example, in the ad shown 
here, the artist went to the Fulton fish 
market at an early hour when fisher 
men come in with their catches. He 
made rough sketches of the fish, 
talked to fishermen and got first-hand 
information on the appearance of a 
fish in a leap 

Because radar and loran are diffi 
cult to explain to non-scientists, in 
cluding fishing captains, stopper illus 
trations and copy about what is done 
rather than how it is done are fea- 
tured in most ads. 

Charles Dallas Reach Co.. New 
York, is the agency 
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Now —Kimberly-Clark brings you 


remium Papers at 
“Economy” Prices! senses 


of wood into slasher saws each day 
transforming specially selected trees 
leoat paper. And when you try this 
leaner, brighter Levelcoat, watch it effect bris 
thing colors, uncrsive blacks — and see how it runs 


through the press like a scared rabbit! 


Sliver ““taker-outer.” Through a series of 
screens, coarse fibers and slivers are removed 
from the diluted paper stock. Coating clay, too 
must be free of all foreign matter—must be of 
face powder texture to produce a glistening, glass 
smooth printing surface. And that« assured in 


Leveleoat — to boort printing quality shy high! 


THE QUEEN OF THE PULPS —LONGLAC SULPHATE FOR THE QUEEN OF THE COATED PAPERS 
NEW LEVELCOAT! 


Now you can make every impression youll discover new economy and 
a far better impression — without an dependability. Finally, in comparing 


increase in printing cost! For Kim- reproduction with that of any other 


berly-Clark’s four new fully-coated paper, at any price, you'll agree 
Levelcoat* papers with new fiber. there's a striking new difference in 
new formula, give you premium qual the quality of printing achieved— 


ity press performance and reproduc- with less waste—on new Levelcoat Imagine paper getting a diploma! ir. apps 
. ’ 

tion—at the cost of ordinary paper! So regardless of your paper re ng here to finished rolls of Leveleoat. Theis 

yas n the form of shipment markings 


You'll see new whiteness and quirements — for long runs or short deat 
ean vv maaset | ) tex in the quality 


brightness, feel new smoothness, in runs, for advertising pieces, mag This « Isive project assures 
all four Levelcoat papers In make azines or house organs—look to performance and reproductios 

. . higher-priced paper! 
ready, on large or small presses, Levelcoat for printability at its best 


Before choosing any printing paper — Look at Leveicoat 
ew amperes. Nervimurect cust KIMBERLY- CLARK 


CORPORATION 


NEENAH, WISCONSIN oy 


New LITHOFECT* t offset New MULTIFECT*—an cconomy sheet 
y P . ' . { yume printing. Now Multifect has added 


eater unitlorm 
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Cuicace 
by the (ass 


tisers that the 


Acceptance of a | Y 
iation of National Ac 
Audit Bureau of Circula 
tions audit “free” copies of business pa 
pers will depend on whether the audit 
is injurious to some divisions of ABC 
while helping other divisions 

That was the gist of a formal state 
ment by Jame N. Shrvock 
of Al commenting on the ANA pro 
posal (IM, July 


members of Alt ire ex 


president 
Busine paper and 
newspaper 
pected to vote against the proposal The 
statement, in part 

It is not a question of whether or not 
it can be done rather it is a question of 
whether or not it is in the best interests 
‘f the bureau as a whole to do = 

ABC is a bureau of standard 
ganized to establish a standard of 

ilation measurement ipon which 

tual confidence between buyers and s« 
ere of acivert n mn published me 


based 
ireau tivity closely 
s the regulation which is imposed 
governmental authority under the 


Bureau of Weights and Measures, the 
. “il and Drug Act arncl the 


ABC Weighs Whether ANA Free Audit Plan 


is ‘Injurious to Some Divisions’ -- Shryock 


rities Act. Just as the stand 


urds of these controls are established 


und maintained for the protection and 
general welfare of the public, so must 
the standards of the bureau be con 
sidered and maintained for the mutual 


wd of all 


igencies, newspapers 


members — advertisers 
magazines, busi 
ness papers and farm publications 

Any action affecting the standards of 
the bureau, even though in the apparent 
nterest of a portion of its members 
must therefore be weighed and studied 
carefully for its effect on the welfare of 
the bureau as a whole. It is this principle 
| believe, which is applied to all de 

ms made by the bureau's directors 
that the board has in mind in its careful 


leliberation of the subject in question.” 


LUIS GIBSON 


New Yorx—Luis Gibson, 46 presi 
lent, George H. Gibson Co. New York 
ndustrial advertising agency, died July 
17 of a heart attack. In 1926 he entered 
the agency founded by his father. the 

George H 


1 as president in 1943 


Gibson, whom he suc 


War Situation Boosts 
Orders for Suppliers 


New Yorx-—A flood of orders has 
swept into the sales offices of suppliers 
in major industrial markets as it has be 
come certain that defense production will 
ncrease 

Among the developments are a new 
gray market in steel, price rises of 5 
to 20°. in textiles and a heavy demand 
for machine tools. Highlights included 

Steel: American buyers are placing or 


ders in Europe. Gray marketers are 
asking and getting $180 to $210 a ton 
for imported cold rolled sheets from 
and $75 or $80 a ton for 


{ge reported. Domestic in- 


warehouses 
ingots lron 
gots are about $50 a net ton 


lication says that steel consumers are 


The pub 


“frantically trying to build up and bal 
ance their inventories. Price conscious 
ness is fading fast.” 

Machine tools 
orders have risen more rapidly than in 


In a two-week period, 


any similar period in the past three 
years, the National Machine Tool Build- 
ers Association said 

orders have 


Electronics: Peacetime 


been cancelled by several electroni 
parts makers in order to cooperate with 
war produc thon contractors in emergency 
output for national defense. Products 
most affected are in new building con 
struction, electrification systems and 
household ind = ottice communication 
equipment 

Textiles 


held to be 


Complaints of searcities are 
justified. The sheeting division 
of Textron. Inc has started operating 
on three shifts and a six-day week and 
s employing more men. The New York 
Cotton Exchange increased margin rates 
upw urd from $5 a bale with the boost 
getting larger with each advance in cot 


ton prices 


Heitkomp Named ATF Director 
Frederick B. Heitkamp, vice-president, 
Founders Im I liza 


has been appointe a director 


American Type 
beth, N. J 


of the company 


GISHOLT MACHINE CO., Madison, 
Wis., machine tool maker, barged right 
mto the front page of the New York 
World-Telegram & Sun when a news 
photographer snapped a “kids-in-swim 
ming” human interest shot. The com- 
pany name stencilled on overseas ship- 
ping crates loomed before the paper's 
600,000 readers. Moral: Identify your 
crated shipments—in big letters 
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“We send Hospital Management 
to all Department Heads” 





Says WARREN F. COOK 
Executive Director 


NEW ENGLAND DEACONESS HOSPITAL. Boston, Mass. 


Reaches Every Level 


In the great and growing hospital field, expert depart 
ment heads initiate hundreds of specialized pur 
chases, specify products and services. They are the 
buving influences that must be reached to do an ef 
fective selling job 

The important role of departmental executives is 
underscored in the letter above from Executive Di 
rector Cook of the New England Deacdness Hos 
pital, in Boston. This $5,020,019 hospital circulates 
HOSPITAL MANAGEMENT to all department 
heads and asks each to report on subjects of interest 

HOSPITAL MANAGEMENT provides both 
the largest ABC hospital circulation and highly ef 
tective coverage of this important buver group As 
it is editorially departmentalized to parallel the 
departmentalization of hospitals themselves, HOS 
PITAL, MANAGEMENT reaches every level of 
buying influence — administrators and department 


of Buying Influence 


heads alike. Over 88° of hospital administrators 
regularly route HOSPTTAL MANAGEMENT to 
their department heads 

HOSPITAL MANAGEMENT is must reading 


with all whom you must reach. It is vour must buy 


tifallal 
iieiuent 


CHICAGO 11 


Largest net paid ABC hospital circula- 
@® tion. Send for new surveys covering Q 


architects, food and equipment. 


- 


200 E. ILLINOIS ST. 





peeps 


PREFERRED READING AMONG HOSPITAL EXECUTIVES 
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“Oh you sell 


insulation... 


refrigeration 


there's an 
enormous 
market for 
what you sell 
in the busy, 


expanding, 


..» MEAT 
PACKING 
FIELD... 


where one publication 
is read by the men you 
want to reach in the 


plants you want to sell 


THE 
NATIONAL 
PROVISIONER 


ond ANNUAL MEAT PACKERS GUIDE 
FIRST IN THE FOOD FIELD 


The 
Netionel 


MMM 


407 S$. DEARBORN ST.,. CHICAGO 5 


122 


Commercial Cooking 


Continued from page 44) 


field, has been in it for 46 years under 
1 variety of names, including Edison 
blectric Appliance Co. and later Edi 
son General Electric Co 
most of that time 


Throughout 
commercial sales 
were merely an adjunct of domestic 
But in 1947, the 


as Hotpoint, Inc., and a 


ompany was re 
orvatr ized 
year later, with the postwar market 
looking good 


livision was org 


a separate commercial 
\ policy of 


selling direct to dealers was discontin 


anized 


ved and 40 wholesale distributors 
were lined up, which were fairly even 
ly divided in three major groups: (1) 
distributor houses operated by Gen 
eral Electric Supply Corp., (2) houses 
operated by Graybar Corp. and (3) 
inde pe ndent wholesalers 


All are traffic 


wholesalers, each with a 


electric appliance 
territory 
sbout the size of a state. They serve 


850 dealers of various types. 


Find the Ideal Dealer 


Although logically the restaurant 
supply dealer should be the ideal deal 
er, he isn’t. He sells restaurants and 
hotels everything they need, and be 
cause of this very variety he does not 
specialize—and therefore is not es 
pecially aggressive in selling cooking 
equipment 

Another type is the sper ialties deal 
er, who sells commercial refrigeration 


His chief dis 


is a series of seasonal peaks 


umd au 


conditioning 
vwivanta 
luring which all selling activities are 
demanded for air conditioning or re 
frigeration alone to the neglect of 


cooking 


The domestic appliance dealer with 


equipmen 


ercial department is probably 
lo the job He Is 


and schooled in spe 


st equipped to 
ore IgQuressive 
rity selling 


Who is the ideal dealer? 


and det ided 


Hotpoint 
was unable to find him 
Accordingly, the 


ompany last vear invested $295.000 


t nanutacture him 
building and equipping training 

it Chicago headquarters 
had a two-fold purpose 
training dealers, it was 
gs attempted to pull the 
electric cooking 
not , mndl ote 


equip 
strengthen 
| tilities sent salesmen t 
In the past year, 3 


and cle aler and dis 


om Pet Ome mons Tem 


os wee 
~h 


“Od Hotpoint i bat jn tote | 


DIFFICULT feat of aiming two sales 
messages at two different audiences is 
attempted by this ad that opened a new 
Hotpoint campaign in Time in June 
This and business paper advertising 
back a revitalized distribution system 


tributor salesmen have gone through 
the school’s intensive four-day course 

The curriculum: The first day and 
second days are devoted to lecture 
demonstrations on the story of heat 
what it is, how it is produced, how 
transmitted; the story of gas—types 
of gas. how converted to heat, by 
products of combustion; the story of 
electricity—circuit elements, types of 
current, recording consumption, con 
verting to heat; and the application of 
gas versus electricity 

The third day is for learning sales 
techniques, which go under the name 
of the “Hotpoint plan tg 

Regarding the plar Vice-President 
Orrin E. Wolf said 

“This plan forms the very basis of 
our entire future sales policy. It is 
not a sales stunt, to be used for a 
while and forgetten, but a proved plan 
whereby the salesman, in cooperation 
with the factory, can sit down with a 
prospect and give factual proof of how 
the prosper ts entire operation can be 
profitably improved 

The fourth day winds up with a 
factory tour 

At about the time the school was 
founded, the company also emploved 
organization 

The study 


showed that this country spends 340. 


in independent research 
to study the market 
000.000 a vear for commercial cook 
ing equipment, including $41,000,000 
for ranges and ovens. $38.000,000 for 
S0.000.000 for 


counter ippliances 


hot-food storage receptacles and $8 
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000.000 for fry kettles and broilers 

This was the market in which Hot 
points electrical equipment was chal 
lenging long-entrenched gas 

Whether the ultimate trend will be 
to electric or gas is a question that gets 
different answers from different 
people in the industry. But the con 
sensus appears to be that there is now 
plenty of market for both 

In addition to luring the utilities 
into Hotpoint promotion Via the sales 
training school and the arguments for 
nereasing load, the « ompany won the 
cooperative support of the utilities for 
Hotpoint’s biggest and most spectacu 
lar commercial promotion—a travel 
ing show, “The Restaurant Idea 
Round-up 

The show is staged before local 
groups of food-service (restaurant) 
operators. It's a packaged show, for 
which the local utility is billed as 
sponsor. The utility, local distributor 
and dealers share in the cost 

The three-hour show is in four 
parts, including a movie and a demon 
stration of cooking electrically under 
actual peak-hour working conditions 
The audience, which numbered 1.000 
persons in two showings at St. Louis, 
600 at one show in Boston and 500 at 
Pittsburgh, partakes of the results 
1 hot meal. 

\ three-day free trial offer an 
nounced at the close of the show is the 
opening gun in a six-week follow-up 
sales campaign in which utility and 
dealer salesmen personally push the 
offer. 

As a result of this cooperative pro 
motion, the sales training school and 
the reorganization of Hotpoint’s com 
mercial sales staff into a separate di 
vision with a new distribution organi 
zation, sales have risen fast and far 
In 1949, when sales in the food serv 
ice equipment field dropped 10 or 
15 the company’s sales rose 30 
In the first half of 1950, during a gen 
eral 5° decline, company sales soared 
for a 48° increase 

The company and its dealers grap 
ple with a completely different set of 
sales problems in selling commercial 
equipment, as compared with domes 
tic 

The difference between selling a 
$300 electric range to a housewife and 
a $5.000 or $15,000 order of electric 
cooking equipment to a restaurant is 
not only price. 

Buying motives are different, too 
For the housewife, glamour is a major 
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SLELTRICAL 
LONSTRUCTION 
i” MA s/he 277 


Here's the kind of figures we really like! Our editorial gang 
didn't peek into any crystal ball when they came up in January 
with en estimate of 2 billion dollars worth of electrical contractor 
goods and services for 1950 — that’s how the picture looked then. 
BUT it now seems that they were a shade on the conservative side. 
Reports, such as that of the U. S. Department of Commerce show- 
ing private and public construction up 18 percent for the first 
quarter of ‘50 against ‘49, brighten up the picture even more 

In the light of such “goings on” the editorial gang have revised 
estimates for the year. To that original overall figure of 2 billion 
dollars for electrical construction is added 137 million dollars. 
Biggest gain is in the private residential field with the private com- 
mercial field taking a healthy bounce upwards. Leaders in public 
new work are educational, residential, hospital and institutional — 
in just that order 

Tucked in that 2 billion, 137 milhon dollar estimate is the sum 
of 4 billion dollars for electrical modernization. This lusty, fast- 
growing baby is now well out of the diaper stage and is receiving 
the clese scrutiny of industrial and commercial owners and opera- 
tors everywhere. (We gave electrical modernization a rousing send 
off with a 36-page feature section in the July issue — part of a con 
tinuing editorial program on this subject) 


* * *® 


Talking with the boys out in the electrical contracting field is 
pleasant and profitable. We all do it frequently to find out what's 
cooking. Very often come back with helpful comments and sugges- 
tions, too. On a recent trip to Bridgeport, Conn., we ran. into a 
“rotometer” boom. Seems Editor Bill Stuart mentioned this handy 
little gadget for accurately taking off conduit or cable runs in one 
of his current series of articles on “How to Estimate Electrical 
Work.” Caught on like wild fire and now a lot of the contractors 
up there are sporting (and using) this compact aid to sane and 
sensible estimating 

x~* * 


Digging cround we found that this business of brand preference 
has been going on for a considerable time. Saucers and bowls, thou 
sands of years old, have been excavated carrying potter’s marks, 
so evidently the urge to designate personal manufacture and quality 
goes back to time immemorial. And quite likely our ancestors 
shopped around for those brands that gave most satisfactory per- 
formance. 

Today we're more brand conscious than ever before, which is the 
same as saying we all pretty much have definite product prefer 
ences. And what's true of foods, cigarettes, gasoline, or what have 
you, is just as true of the electrical supplies purchased and used by 
electrical contractors. Results from a recent study on wiring devices 
pointed up the fact that 61 percent of electrical contractors specify 
BOTH brand name and catalog number when buying and another 
20 percent specify brand name only. Adds up to 81 percent in our 
book and goes to show that establishing and maintaining a brand 
name is an essential job these days. 


ELECTRICAL 


CONSTRUCTION § 
AND MAINTENANCE 








With the June, 1950 issue, the | —. 
circulation of Transportation Sup- 
ply News was increased to over 


= 


= 
~~ 








All the existing transportation industry market coverage 
remains the same but the coverage of highway trucking companies 
was increased to 20,000 copies monthly which accounts for the 
over-all increase from 45,000 to over 57,500. 


TSN’s present expanded coverage of buyers in all phases of the 


transportation industry makes advertising in TSN a better invest- 


ment than ever. Some of the other pertinent factors that make 


ISN a logical part of every transportation industry advertising 


schedule are: 


@ TSN’s tabloid new product information 
newspaper format assures thorough 
readership and eliminates “buried” ad 
vertising 

@ TSN has pr 


quality 


ven ability to produce high 
mquiries for advertisers the 


sort of inquiries that mean sales and 


accounts 


e TSN’'s advertising is not only effective 
but economical for all size advertise- 
ments. For example, the cost of a 7 by 
10 advertisement, on a 12 time schedule, 
comes down to only $5.65 per thousand 

© TSN continues to gain each month in 
advertising, in spite of a generally de 
clining over-all magazine advertising 

volume 


* 
Write for the lotest morket and publication information Availeble ore 


folders 1) The Transportation Industry 


Facts } omparative 


Martet 


(2) Comperative Market Coverage 


Cost per Thousend™ Dote 


Transportation 





mn 
v Yew 


weekly 


COMPLETE EXHIBIT AND 
DISPLAY SERVICE 


Origereters of the PACKAGE Oupley 
1105 NORTH FOURTH STREET 
MILWAUKEE 3. WISCONSIN 
NEW YORK «+ CHICAGO 

LOS ANGELES 


Supply Vews 


418 S. Morket Sr 


42nd S+. New York 


Chicago 
22 teow 


2404 West 7th St. Los Angeles 





OPPORTUNITY FOR A CERTAIN 
PUBLISHING ORGANIZATION 


National monthly trede publication estabd- 
lished in the Eost for more then a decode 
hes $100,000. gross advertising volume in 
important flield—which could be doubled 
resulting in highly lwcretive property, if 
publisher were relieved of edministrotive 
duties to on extent which would enable him 
te devote twice bis present time (80% in- 
steed of 40%) to selling this feid'’s 500 
principal accounts ond agencies, one third 
of whom ore present users 

Publication has wide occeptence, leads 
feild in circulation and inquiries, and is 
showing advertising gains 

ideal interested perty would be estob- 
lished lisher whose ste® could essume 
nearly complete responsibility for the 
peper's editeriel, centrolled circulation, 
purchasing, production, promotion and sto- 
tistical work; personne! and frencial mot- 
ters, etc 

Full or pertic! ownership will be dis- 
cussed with sitable publishing organization 
Box 439, INDUSTRIAL MARKETING. 11 East 
47% Street, New York 17, N.Y 











factor. For the 
glamour is welcomed but the predom- 


commercial buyer, 


inant factors are economic and more 
omplex, with accent on maintenance, 
food and labor costs. 
Although it is true that electri 
rates have taken minor drops in some 


of the 


cost of serving a restaurant meal. A 


areas, power is less than 1‘ 


bigger sales argument and sales factor 
has been product improvements per 
mitting reductions in maintenance 
and other important costs, including 
food shrinkage from cooking. 

Commercial orders sometimes are 
substantial. Hotpoint recently landed 
a $50,000 order for cooking equip 
ment on a U.S. ocean liner 

Dealers operate under a one-year 
listributor but have 


Hotpoint The 


30-day 


contract with the 
no agreement with 
contract has a cancellation 
clause and is not hard to break. 
Depending on his size, the dealer 
stock ranging 
dollars 
thousand. Distributor 


from $10,000 to $50,000 


1 
carries from several 


worth to several 


stock 


hundred 
Varies 


The distributor gets a discount of 


5 to 50 depending on how the 


excise tax works out for him, and 
the dealer gets 30 or 35‘ 

Backing up Hotpoint’s sales promo 
business 


tion is a campaign in 15 


papers. In addition, the company in 
June began a new campaign of two 
The latter drive 


attempting the 


color pages Time 
is an 
difficult chore of delivering two dif 
ferent sales messages to two different 
The motif, 


points up 


experiment in 


audiences in the same ad 
“Cooking for 4 or 4,000?" 
the company’s domestic and commer 
cial lines 

An eminently successful switch in 
dealer sales promotion policy was t 
stop giving away sales promotion lit 
erature to dealers free. Formerly free 
Hotpoint literature often piled up in 
the back room 

The company lecided to increase 
the dealer's respect for the literaturs 
by making him pay tor it In 1948 
when the pay-for-it policy was begun 
the company recovered $7 1) per deal 
literature to him 
j 


> per ce ler 


er on the sale of 
In 1949. the figure was $! 
and in L950 the ompany expects to 
hit S30 


Hotpoint thinks the 
proot oft 


steady rise 
increased merchandising 
result of 


mir dedness m deal rs is a 


the company’s sales promotion and 


training activities 
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SEND FOR THESE 


SELLING TOOLS 





801—Hit The Road 
Like “The Student Prince” and “Okla- 


advertising 
lead rather than follow—in sales plamaing, 
and even in product development. It re- 
moves uncertainty and guess work from 
copy writing. It’s worth its weight in gold. 


CIRCLE 801 ON READERS’ SERVICE CARD 


802-—How To Use Premiums, 
Gifts, Prizes, Advertising 
Specialties 


This 132-page combination directory 
and “how to do it” book carries 10 idea- 
packed articles on the profitable use of 
premiums, prizes, gifts and advertising 
specialties. It lists more than 1,000 sup- 
pliers who offer more than 7,000 different 
premiums. Four different indexes are in- 
cluded—names_ of kinds of 
products, prices. The fourth is a sex and 
age appeal index. Normally sold at $5 a 
copy, this directory will be available 
through Industriel Marketing for a short 
time without cost. 

CIRCLE 802 ON READERS’ SERVICE CARD 


803—Seven Ways To Measure 
Your Market Potentials 


This is a reprint of an article published 
in the May, 1950 isue of Industrial 


(2) the area sales test, (3) the crom sec- 
tion survey, (4) the complete census, (5) 
the recognition survey, (6) the distributor 
survey and (7) the survey of undeveloped 
potential. 

CIRCLE 803 ON READERS’ SERVICE CARD 


804—How Much Do Management 
Men Influence Purchases 
In order to find out just how much in- 


was made among a group of 214 com- 
panies employing 100 workers or more, in 
15 states from Illinois east and from Mary- 
land north. One of the many findings— 
of interest to advertising men who must 
pave the way to sales through informative 
advertising—is that before making final 
decisions, six out of every ten executives 
usually seek information themselves, in 
addition to that furnished by subordinates. 
There's quite a bit of valuable informa- 
tion in this 12-page booklet. 
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805—Study Of Results 
From Pre-Filed Catalogs 


A chance to check the performance of 
pre-filed catalogs presented itself when the 
Motor and Generator Section of the Na- 
tional Electrical Manufacturers Associa- 


CIRCLE 806 ON READERS’ SERVICE CARD 


807—Ten Laws Of Effective 
Industrial Copy 
Jaqua Advertising, Grand Rapids, in a 
monthly publi 
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810—How To Pick An 
Advertising Agency 
George H. omn>. York, sug- 


choosing your 
> aaa y Anne a wife, Wie cnttohe Ven 
Kave to live with it; divorce is expensive. 


which is neither 


you, (1) select an 
,» (2) learn their 


too small nor too 


attitude toward your money, (3) consider 
‘ (4) @& 


Ga eopered Se pase goeen 
amine ir thinking, and (6) examine 
their work. 
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811—The Railroad Market 
And How To Reach lt 


De you have something to sell to the 
#3 billion « year railroad market? “The 
Pocket List of Railroad Officials” offers 
a little booklet that carries some good 
market information including, (1) physi- 
cal size of the railroad market, and (2) 
how railroads buy their supplies. 


CIRCLE 811 ON READERS’ SERVICE CARD 


812—How | Hamstrung 
My Advertising Agency— 


—or 10 ways to drive your agency nuts, 
while at the same time making your ad- 


vertising ineffective. Ie won't be easy, but 
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813—Metalworking Machinery 
Exports To Latin America 
11 Times Greater Than Prewar 


In 1949, we sold $28.4 million worth 
of metalworking machinery to our friends 
in Latin America—a far cry from the 
$2.4 million figure for 1938. Here's « 
double-page chart which shows 1949 sales 
of 12 diferent types of ma- 
chinery in Brazil, Chile, ina, i 
co, Venezuela, Cuba, abe” Colombe Peru, 
Urugua with comparative for 
1938. Offered by Ingenieria Internacional 
Industria. 


CIRCLE 813 ON READERS’ SERVICE CARD 


814——-How To Be Sure That Your 
Movies Will Be Properly Shown 


Arranging for showings of your com- 
pany’s films involves a lot of detail, is 
time consuming and at the best is a pain 
im the neck. RCA Service Co., Inc., Cam- 
den, has prepared an eigtt-pege brochure 
describing their nation-wide sound motion 
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815—American Economy and 


If you sell to the electric power indus 
try, you'll want a copy of “Blueprinting 
The Future” compiled by Electrical 
W orld. The 32-page booklet looks into the 
future on subjects such as load growth, 
government power systems, extent of na- 
tional power supply, trends in generation, 

in t& and sub. 
trenemicsion. Only 100 copies are avail- 
able—first come, first 
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816—When and How to Use 
A Wall Calendar 


The Planned Advertising Roundtable 
offers “The Wall Calendar, Your Year 
Around Salesman.” The 12-page booklet 
explains why wall calandars are 
how they can be used, what they cost, how 
they justify their cost, how large they 
should be, when and how to use color and 
the best type of illustrations for different 
markets. 


CIRCLE 816 ON READERS’ SERVICE CARD 


mR USE THESE RETURN 
CARDS FOR PUBLICATIONS 
MENTIONED ON THIS PAGE 


These handy retum cards will 
save you time and help you get 
facts to aid in your market plan- 
ning. Use them today! Indus- 
trial Marketing's fact - packed 


Readers’ Service Dept., INDUSTRIAL MARKETING 5008 
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advertising pages contain clues 
to more efficient marketing of 
your products. Check these 
pages now. When you write IM 
Industrial 
Marketing. Or use these cards 
to get booklets offered in IM's 
advertising pages. 


advertisers mention 





Hough Increases Sales 


f 


ntinued from page 39 


ducted for distributor personnel. 
A monthly publication covered 
the doings and accomplishments 
of distributors 
Blowr up photographs of Pay 
loaders were made available for 
distributer showrooms and of 
hices 
New names were supplied for 
distributor mailing lists 
\ »- page sales manual a 1 port 
ible table displ iv presentation or 
the con plete Hough line. cover 
ng mechanical details and speci 
fications. analysis of operating 
costs, details of j rb estimating 
nparisons with competitive 


equipment 


Top Management Campaign 


Hough's lop management was al 
ready sold on advertising and promo 
tion, but nothing was taken for 
granted. The budget when submitted 
for approval was carefully documented 
from start to finish and included a re 
view of sales and advertising in the 
previous year, a market analysis, de 
tails of recommendations for the cur 
rent vear, and a budget breakdow: 

w the current year 

Manage ment was ke pl advise d of ad 
vertising department activities from 
month to month with a publication in 
quiry record, a report on ! sults of 
public ity releases, a tabulation of in 
quiries resulting from direct mail, 
summaries of known advertising sales 
results, a breakdown of distributor 
sales by classifications, and copies of 


ill ads, catalogs, direct n 1il pieces, ete 


The Results 


l. The 1949 sales quota was 
higher than 1948 Despite ad 
cline within the industry, Hough 
sales increased 15.65 
Every dollar spent tor idvertis 
ing produced S$,8.50 in overall 
sales 
Every dollar spent 

produced SO... 


} 


wivertisit 


osts in si t llied indus- 
tries 
These sales results were achie ved 


with an advertising expenditure 
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EXAMPLE NO. 2 
in the 


MEAT PRODUCTS Industry — 


773 KEY PLANTS EMPLOY 254,563 
— account for 84.1% of total employment, 
82.4% of production in this industry. 


The 1949 McGraw-Hill Census identifies each and every one of 
these 773 major plants — those with over fifty employees— by name 
location, number of employees, and chief product manufactured. 

The Meat Products industry is only one of 144 segments of 
manufacturing industry. In each of these 144 segments, McGraw- 
Hill’s Census isolates, identifies, classifies and rates the worth- 
while manufacturing plants. 


oS aera 


— 
is better 


s 
it’s Continuing Cense 


ere manufacturers OF 
ut circulation 


ot McGrew H e, the 
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enables vs to © 
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jJetar's 
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(fo ARKET DATA BOOK. Write vs 
} 
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ontinuing activity 


plants 


1949 Census, showing © 


by employee size 


plant distribution 
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McGraw 


or ask yo" ee 


copy 


@ McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET NEW YORK 18, N. Y. 





f only 1.24% of sales, as con- 
trasted to the 2.1% average ior 
the industry. 

. In 1949, industrial advertising 
produced 2,483 inquiries a 
69.53% increase over 1948. Busi 
ness paper advertising accounted 
for 1,014 inquiries; direct mail, 

72; and publication publicity. 


7. In 1949, 10.1% of the entire 
sales were directly traceable to 
advertising inquiries. Inquiries 
from business paper advertising 





resulted in the sale of 74 units 
TAKE A CUE—USE DOMINANT SPACE IN THE PAPER priced at $3,600 to $11,500 each. 
INDUSTRY—COUPLED WITH ADEQUATE CATALOGUE ied <0 ingen Sess te 
INFORMATION IN THE YEARLY HANDBOOK. the cate of G2 eaits in Gio comm 
WRITTEN PROOF 


Gm Zee...these are your tools... 
7 Letters and memos like these 


—_ Dual functioning mediums that proved that Hough advertising 
was doing a good job 


price range 





give you finest access to the 
huge paper and pulp manufec- i, 
turing market with qualitative 
and quantitative editorial ma- 


terial that establishes— 
TOP 
Management Coverage 
Production Coverage 


Engineering Coverage 
Technical Coverage 


REVIEW 4 : ; 
THE MARKET : Nothing Can Beat li!. 


wuts oon Be das e7S Proves 
noun FRITZ PUBLICATIONS, INC. 


COVERAGE i yin 8 gin git 














FOR DETAILED INFORMATION ON 


84 INDUSTRIAL and TRADE MARKETS... 


SEE YOUR NEW 


1950 MARKET DATA NUMBER, 
Baldwin Locomotive Names Walsh 
INDUSTRIAL MARKETING George F. Walsh has been appointed 


sales promotion manager for Baldwin 
ocomotive Works, Eddystone, Pa 




















INDUSTRIAL MARKETING, August, 1950 





Press Radio Publicity 


Continued from page 60 


ices to tell us who has used our mate- 
rial. Although they may find only 
a small percentage ol the total pick 
ups on our publicity, it is usually 
enough for our purposes 

Now let's get down to details. The 
first step is the proper selection of a 
clipping bureau or a radio response 
service. 

For nation-wide coverage of news- 
papers, there are such large clipping 
services as Burrelles Press Clipping 
Bureau, Romeike Clipping Service, 
Luce’s Press Clipping Bureau, Press 
Intelligence, Inc.. Consolidated Press 
Clipping Bureaus, and Central Press 
Clipping Service. Allen's covers the 
West Coast states. Boston News Clip 
services New England. 

Many smaller services cover single 


states or groups of states. There are 


¢ New Truck Diesels 


Harvey, Til. Three new “161 
series” light weight diesel truck 
engines have been announced by 
the Buda Co. The new engines are 
said to cut fuel consumption, give 
off less smoke and produce more 


SPACE isn't everything. Sometimes a 

paragraph in a certain business paper 

going to a select audience is worth 
more than a column elsewhere 


power 


ilso bureaus which clip from maga 
zines and business papers, such as 
American Trade Press Clipping Serv 
ice and R. H. Bacon Among the 
radio response services are Radio Re 
ports, Inc., and Radio Monitors, In« 

Proper selection consists of deter 
mining in which areas of the country 
we require clipping coverage and find 
ing the service or group of services 
that can best do the job. Even the 
nation-wide services will provide cov 
erage of spec ific cities, states or areas 
They can also be employed to return 
clips only on certain news releases or 
certain subjects or specific persons 
And they will clip news about compet 
ing companies 

Newspaper services and magazine 
groups often overlap each other. They 
both return « lips trom news macazines 
and other borderline publications un 
less they are specifically requested to 
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FIRST IN CIRCULATION 


Total Distribution now 10,000 each month. 
Largest concentrated coverage of the industry's volume buyers and sellers 
at no increase in basic advertising rates—in fact, rates per thousand circu- 
lation are 20% lower than in 1949. 


ST IN ADVERTISING 


Unchallenged in the Liquefied Petroleum Gas Industry—every year since 
1939 Butane Propane News has led the field in total advertising space, total 
advertisers, exclusive advertisers and advertising dollar volume 


Out of 300 advertisers using both publications 
in this industry in 1949, 235 used 1205 pages of 
advertising in BP-News and the Catalog; 422 
pages more than the second publication. 


101 advertisers used 311 pages of display adver- 
tising in BP-News publications exclusively 


Classified advertising is the best barometer of 
a publication's pulling power —BP-News carries 
2% times as many classified ads as the second 


publication. 


pte OOO eget . 





— 


Survey after Survey shows 
Butane-Propane News is the Best Buy! 


Recently several manufacturers conducted a series of surveys to deter- 
mine which publication serving the LP-Gas industry was preferred and 
read by their own customers 

Conducted on a natienal scale and covering several different industry 
groups with an average return of better than 36°%—survey after survey 
showed a uniform and consistent preference for Butane-Propane News 


—let’s look at the results 





75.3% of the returns from # ors own s show they 
prefer BUTANE-PROPANE News 


92.5% read BUTANE-PROPANE News 


20.3% of BUTANE-PROPANE News’ circuletion is unduplicated by any 
other national publication for this industry 


Proof that more coverage and better results can be obtained by con- 


centrated schedules in the leading publication 


A comparative analysis of these surveys on a cost basis reveals 


A 12-page schedule in B-P News will reach 90% of the buying influ- 
ences of the entire industry at a cost of $2400 

The use of two national publications in this industry will achieve 95% 
coverage at a cost of $4,320 a 5% increase in coverage at 80% 
more cost 

Concentrating schedules in B-P News saves the advertiser 44% in costs 


with only 5% less coverage 


Only BUTANE-PROPANE News is necessary to cover the industry! 
You too, con determine which publi your ft s ond prospects read and 
prefer by conducting your own survey ct our expense. Write for details 


BUTANEP 





ADVERTISING OFFICES 
NEW YORK 18 
1) West 42nd Street 
CHickering 4.1939 
Jenkins Publication CHICAGO 3 
1064 Peoples Gos B8idg 
WAbosh 2 2584 





aD 198 Sewth Alvarado Street . 
Y tes Angeles 4, Colif. - DUnkirk 7-4337 Phone 2-2414 














If you want 
to sell 


COMMERCIAL 
FISHING BOAT 
OPERATORS 














on the 
Atlantic Coast 


Gulf of Mexico 
Great Lakes 


Advertise in 


ATLANTIC 
FISHERMAN 


Atlantic Fisherman, Inc. 


Goffstown, N. H. 


Vepresentative 
OCIATES 
New York |7 


Representet.ve 
ss IATES 


Empire Budding 
Seattle 4 


Member 
Controlled 
Circulation Audit 


Netone! Business 


Publications 








exclude certain fields. Since they 
charge eight or ten cents per news 
paper clipping and more for maga 
zine tear sheets, it is well to eliminate 


as many duplications as possible. 


The clipping bureaus do not find 
ull press mentions of their clients 
One of the trade press services claims 
to return 75% or more. Some of the 
newspaper services admit their pick 
up is about 20°. Some independent 
studies indicate that the percentage 
may be as low as 5 in many cases 

The average figure lies somewhere 
between 5 and 20° However, the 
pick-up is far better in the large cir- 
culation city papers than it is in the 
small dailies and weeklies. And since 
the percentage pick-up is fairly con- 
sistent, it remains a good yardstick 
for the effectiveness of publicity 

The radio response services operate 
m & manner similar to the clipping 
bureaus, except that, instead of clip- 
ping newspapers they listen to the 
radio for their clients. 


Listen and Transcribe 


Radio Reports, Inc., is typical. 
They have “listening posts” in 9 ma 
jor cities. In New York they have a 
bank of 10 radios on all the time. as 
well as several television sets. They 
transcribe on discs all programs that 
might mention client’s names. At the 
same time, attendants listen with head 
phones to take notes, so that later they 
can easily locate passages they wish 
to get down on paper 

Standard charge for this service is 
six cents per typewritten line, with a 
minimum charge of $6 per transcript 

Now let's consider what to do with 
the clippings once we get them. The \ 
should be sorted and grouped accord 
ing to the news releases from which 
they riginated The handling and 
gs should be done by 


ympetent person who is both fa 


filing of clippir 
niliar with the objectives of publicity 
ind the general company organiza 
tor The chore should not be del 
to a disinterested stenographer 
iven as 1 part-time job to the new 
eceptronrst 

The sorted clippings should be 
made available to the publicity people 
who originated the releases. Thus they 
guide } public ty writer in his fu 
ce of subject, treatment and 
distribution and permit him 

observe the fruits of his efforts 
If the publicist has a mind for sta 


tistics, press clippings or radio re 
ports can form a basis. The simplest 
ipproach is merely to count the clip- 
pings returned for each news release. 
The next step is to measure column 
inches of space received. It is even 
possible to multiply each clipping by 
the circulation of the publication it 
appeared in, by consulting Ayer’s Di 
rectory of Venu spapers & Perio licals 
or Standard Rate & Data Service 
This method gives a sort of potential 
readership figure for each news re 
lease. 

It must be borne in mind, however, 
that the effectiveness of a news story 
to the company is not a direct func 
tion of either the space devoted to it 
or the number of readers who see it. 
\ release on a new metal thickness 
gage may be a huge success if it gets 
only a few paragraphs in the three 
leading machinery journals 

In general, a company gains most 
by getting its story before the eves 
of its customers, employes, stockhold- 
ers and citizens of the communities 
where it operates. A story about the 
company president may do far more 
good in the few newspapers published 
in the company’s plant cities than if 
it is spread across the country by the 
Associated Press. 

Some publicity people go so far as 
to compute the money value of space 
received in publications on the basis 
of advertising rates. But space de 
voted to a company in editorial col 
umns is space money can't buy. Its 
value to a company may be less or far 
more than that for comparable adver 


tising space 


For Management to See 


Clippings und radio reports should 
not be filed away as soon as they have 
been studied and analyzed by the pub 
licity staff. Some of them should be 
selected for presentation to company 
management. For this purpose, paste 
the clippings neatly in a scrapbook 
Properly presented, clippings are one 
of the publicist’s few concrete means 
of justifying his existence. They also 
bring home to the executive the rea 
sons behind the publicity man’s ap 
They fore 


stall such questions as “Of what in 


proac h to company news 


terest is that to the public te 
Press clippings are also of interest 
to en ployes Several carefully selected 


ones posted on bulletin boards help 
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pl ote employe moral by dicat 
ing the interest of the public in the 
sloye s work, his cor pany, and its 
products ; so 
Certair lippings have another y y > 
value for a company. Those are the Our 66) oh" ] S 
ones which mention the c pany in +f o 
newspaper editorials and in syndicated ° 6 ) 
columns of comment. Whenever a walt N re) 
company becomes involved in a pub e 
lie phe Mice these editorials in ram) 
mediately show whether the press ( and 
by inference the public at large is 
on the side of the company. Company 


executives can gain valuable guidance 


from such expressions of public senti NO CHARGE 
ment NO OBLIGATION 


When properly used, press clippings 
. lue to , : 
and radio reports have a value to the Here is a valuable new in- 
struction book that can greatly | 
ease the task of preparing an 

; effective employee manual. 

between the publicity staff andthe ‘ : 
Lik lo give you some idea of the 

ike 
scope of this helpful work 


HERE ARE THE CHAPTER 
HEADINGS: 
New Rate Method Started @ The Employee Manual _ the essential! 


by ‘Feeds Illustrated’ purposes it serves 
®@ Defining the Terms of Employment 


industrial public ist far beyond thei 
cost and the expense of so ting and 


handling They are unifying links 


press ind company management 


radar, they keep us on the course 


J iP 5 Ww 
Feeds llustrated, Chicago, a ne ® Provision for Health and Security 


quarterly, has issued a new rate card ® Regulations for the Common Good 
that discards conventional methods of @ Conveniences and Helps for 
showing space costs in favor of a rate Employees 

structure based on rates per 1,000 of cir @ Social and Recreational Activities 


lation @ Facts about the Company 


InousTRiAL Marxetine’s Market Da @ Designing Considerations 


ta Book. after reviewing the twenty is @Supplemental Booklets emphasizing 
specihe subjects such as 
Training of Supervisors 
Safety 
rates have been presented in this man Wage Rates 
Employee Training 
Suggestions 
Pensions 


1es published since its institution in 


1920, reported that this is the first time 


ner by any publication for formal pres 
entation though space salesmer in 
doubtedly have used costs per 1,000 
freely in their negotiations with buyers This is an 88-page book that 

The rate per 1,000 format provides contains 340 reproductions of 
below thox ww“ buyers are pages from successful employ- 


The minimum 
aesaege ee manuals now being used by 


d to scanning 
offered by Feeds Il . . 
20 the mandi leading American firms. 


carries 


Conde Appointed Ad Manager STANDARD 
of Brady-Milwaukee a D. W nes 

road Street, Boston Me 

lohn Conde. forme Ive 7 y y , ) on , 
tants Relator Con Chiacn,  LPORUNRG FUPCT$\ r= 
ween appointed advertising at , 

oe ar fay FILL OUT AND MAIL 
mpeny & res wire, pipe THIS COUPON NOW 


init markers 


» serving 


- 
i 
<o 
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Aug. 16-18 
Aug. 7-20 


Aug. 15-19. N 


A good catalog at the point of pur- 
a 


chase is a real sales-builder. When 
your catalog is loose-leaf and fie 
covered with a Heinn loose-leaf 
binder, the prestige of your com- 


August 16-18. W 
pany is in trustworthy hands. Ex 4, 


tra sales are yours 


Aug. 20-23 
Aug. 21-25 


Aug. 28-31. M 


September 


us Mw 


Oct. 30-Nov. 2. N 


Oct. 31-Nov. 2. A 
at the point-of-sale is > ; A y 
as you want it wher , . 


sal selling. Heinn n ’ ¥ 
inders provide ty November 
Son’ telitns 


ie 


December 


1951 
arr ad pe nt if arn ple 
ADD POWER to Your Selling 


t 


January 
October - 


‘ 
la 
equil 


se W rite 


THE HEINN COMPANY 


126 W. FPleride Ht. © Milwaukee 4. Wie 


February 
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How to Bind Catalogs 
Cont nued from pag {8 
pany office as needed. 

Several types of such binding were 
tested unsatisfactorily. Difficulties en 
countered included excessive time for 
assembly, and bindings that would not 
permit the catalog to open flat or stay 
open. Costs were high for the bind 
ers and for labor to assemble them 

Phen the « ompany tested the plastic 
binding equipment, made by General 
Binding Corp., Chicago. The equip 
ment, which eliminates substantial in 
vestment in heavy power-driven equip 
ment formerly necessary for plastic 
binding 1s « omposed of two units: (1) 

punch for putting holes along one 
edge of the pages and (2) a binding 
nachine that opens the rings of the 
lastic spiral until they close into the 
holes to complete the binding job 

Catalogs are bound from stock 
pages as needed 

With this system, the company says 
t can make about three catalogs in 
the same time as one under the old 
system. To help avoid obsolescence, 
only small quantities are bound at one 
time 

Dhe company binds 200 general 
catalogs a month, in addition to about 
100 personalized catalogs for specific 
customer requirements, customer pres 
entations, reports and statistical infor 
nation 

The equipment is convenient be 

iuse pages of different sizes shapes 
ind materials are readily bound in the 
same booklet. Photographs, charts, 
stiff divider pages, reply cards and on 
der forms lie flat when the book is 
opened and turn easily on the smooth 
plastic rings. 

When « italog pages are added or 
removed, bindings ire reopened 
simply by placing the book on the 
binding machine and pulling the lever. 
Thus the book may be revised easily 
at any time 

For actual loose-leaf service, pages 
may be slot-punched on a special ma 
chine. Pages can then be mailed to 
field representatives and there added 
by the salesmen to their catalogs with 
out resort to special equipment 

Plastic spiral bindings are available 
in a wide range of colors and diame 
ters, and may be cut to any desired 
catalog size. Powers catalogs are 
bound with the wide backbone style 
of binding imprinted with the com 


pany name. 
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“big things come in 
concentrated packages” 





Every column inch a business newspaper 
Every page packed with business news up 
to-the minute, authentic, complete. That's the 
Daily Journal of Commerce; published in 
Portland, read by business men throughout 
the Pacific Northwest This conce ntrated 
daily business package 1s a wonderful spot 
for advertising to construction men, lumber 
men, business men, in an expanding market 
that knows no closed season for the purchase 
and sale of goods and services to basic indus wy, YY 
tries Your schedule belongs in the Daily Y/ KY 
Wy 


Journal of Commerce. Consult your advertis 


Yi) 
1 rate y ( 
—_ y or write for sample copy anc ee 
Y) 


Daily Jexrzal-offommerce 











MARKETS AND MEDIA 
For detailed facts on 84 industrial 
ond trade markets, and the publico 
tions serving them, refer to your copy 
of Industria! Marketing s Market Dota 
Book Number 
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Constructive Help <ctognaphy - 


Sheet Metal 


coast te coast for 
enditioning Advertising, editorial and research porpeses. 


Heating and Reofing 
Used year after year by over 30° Write for booklet 
Industrial Advertisers whe knew Sxues sense 
thetr market well PHOTO-REPORTING 

38 PARK Pace wewank 2% 
SNIPS MAGAZINE y 


5707 W. Lake St., Chicage 44, It 


Y) 








Toastmaster Aide 


Burton M 
istant vice president of the 
Products Division of the Met-raw Electric 
Co. He is one of 261,580 daily Wall Street 
kk 


surnal reader from coast4to-coast o 


Riker has been elected as 
Toastmaster 


reach these men whe are stepping up in 
beeen tnne lvertice in America’s Only 


National Business Daily 





(deertisement 


te PRO EL NRE SI EE «2 

$331,100,000 

Divided by You and You 
and YOU! 


The Sleep Equipment industry pre 
over $331,100.000 per year [at 


Whet a moartet for stee 


duces 
wholesale 

end wood 
spring machinery and supplies, fabrics 


products mottress ond 
filling moterials and ther sug 
PLUS genera 


Deducting labor 





business 
and pr 

s divided among the 
BEDDING is the ONLY 

vers this field—oa quick, easy 
pensive woy ? se your p 


Advertise BEDDING-wise! 


Yeu don't heave to 
spend much in this 
ONE-SOOK morket 
to cover it. Ask for 
dete and rates 








Merchendise Mort, Chicago 54 
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Selecting an Export Agent 


Continued trom pige 4)) 


come” should be sent from the factory 
to every new outlet. 

Since export solicitation and sell 
ing is done almost solely through the 
mails, the agent must have excep 
tionally well trained correspondents, 
who know how to sell, how to carry 
on a direct mail campaign. 

Such 


neat letter writin 


a commonplace essential as 
must not be over 
looked, nor the use of airmail postage. 
In almost any foreign territory a 
letter that would arrive within three 
or four days by air would take as 
much as a month or two by boat 
mail. To keep informed on export 
progress, the manufacturer should re 
ceive copies of correspondence with 
the foreign outlets. 

In going after new business, make 
sure the agent doesn't rely too much 
on mimeogt aiphed form letters. As in 
the United States they may be des 
tined for the wastebasket 

Some agents fail when they finally 
offer a contract letter. They word 
them too severely, don't state con 
ditions as they were discussed in pre 
correspondenc e. 


vious arouse sus 


picions. A good contract letter of 
course must protect both parties to 
the agreement This can be done 


without being irksome The pros 
pective foreign representative usually 
wants to be the “exclusive” seller of 
your product in his territory 


The agent should point out that 


though he is disposed to make such an 
agreement eventually, he cannot do so 
until shown by actual business on his 
books that the representative is proper- 
ly organized to take care of the line 
and will put his shoulder to the wheel. 

On the other hand, the 
realizes that the representative can't 


agent 


afford to make a serious effort to pro- 
mote the sale of the line without some 
assurance that the agent won't switch 
to another representative who would 
reap the benefits of the initial effort. 

The good contract letter may prom 
ise a preliminary exclusive arrange 
ment, for six months after date of 
receipt of first shipment. At the end 
of this period, a definite agreement 
over a longer term can Se worked out. 

This ultimate agreement would re 
main in effect for a year and would 
be tacitly renewed from year to veat 
as long as equitable and satisfactory 
to both parties. After the first year, 
such arrangement would be cancelable 
on three months notice in writing by 
either party 

The manufacturer, in turn, has im 
toward the 


portant responsibilities 


agent. For one thing, he must keep 


} 


the agency on the straight and narrow 
price path. 
most 


Foreign representatives are 


concerned over possible pricing uw 
regularities. So it is imperative that 
the manufacturer does all possible te 
keep prices equitable and fixed. The 
manufacturer, in consultation with the 


export agent president, should formu 
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late the export price and discount 
schedules. It should be thoroughly un 
derstood that the export firm adheres 
to the set mark-up, whether it is 7' 
10°? or 12% on net. 

Foreign discounts may run in gen 
eral as follows: 50° to agents or sales 


representative 4) to distributors 


or jobbers: 25° or 30° to dealers 
Your export firm may appoint com 
mercial agents in each of the larger 
capitals and cities of the world, or ap 
point one agent for a whole country 
or a group of smaller ones All of 
Central America, or the Scandinavias, 
are often covered by one agent 

For some lines a stocking distributor 
is the key outlet in each territory 
This distributor may sell to the deal 
ers on a 10° margin, more or less. 

The discount figures mentioned 
above of course do not apply to all 
products, nor can there be a fixed pat 
tern of distribution. The agent must 
be relied upon to make the most ad 
vantageous types of connections. But 
by no means should mere handise ever 
be billed to the agent at a flat price, 
and he in turn be permitted to sell it 
at whatever discount rate he wishes 
For in this practice lies the major 
cause of the indictment against export 
agents 

Remember that in pricing it is the 
local, on-the-field outlets that are 
carrying the burden of actual sales in 
the various foreign territories. These 
vutlets must be offered attractive dis 
counts. Keep your export people aware 
of this obligatior 

In some areas import duties are the 
major source of government taxes 
Hence duties are often necessarily 
high. A L00°% duty on ad valorem is 

in uncommon tax t he paid by 

orters. Besides, thev have forward 

osts to pay. Afford the foreign 
buver every price break possible Ser 
that vour agent does, too 

Prepare price lists carefully. They 
should always be printed. It is best to 
have the show list prices FOB fac 
tory, or preferably FOB port. It is an 
nivantage to include export packing 
in the prices. Lightweight domest« 
pack should also be covered, for air 
express. 

It is well to give weights and cubage 
so that landed prices can be calcu 
lated readily. Often agencies send out 
stenciled price lists rather than printed 
yes. This should not be done. This 
weakens an effective presentation, as 


the prospect may suspect that prices 
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The Super-Market In the ¥ of America’s Industrial Future 


/ 


eee 
THIS IS NEWS! 
It's Vital—tt’s Local—tt Creates Sager Readership! 


CONSTRUCTION NEWS MONTHLY is the NEWSpaper of contractors, engineers. 
architects and public officials, concerned with construction, in the great SIX.STATE 
area, shown below. They read it as devoutly 
as a broker reads the stockmarket page of a 
daily newspaper! The material that interests 
them is “Bids Wanted” (the lifeblood of 
their business), “Lettings” and other local 
building news (profusely illustrated), per- 
sonal items in the construction field, et 


CONSTRUCTION NEWS MONTHLY circulates that vital news throughout the 
area, thereby serving the entire industry. Because of this business-producing news, 
CONSTRUCTION NEWS MONTHLY as well as its weekly edition) i« looked 
for—and read eagerly. This eager readership means more resultful advertising 
The heavy linage and continuity of contracts by REGULAR advertisers should be 
significant and induce YOU to inclade CONSTRUCTION NEWS MONTHLY on 
your schedule if you can sell this Auge construction market in the Heart of 
America’s Industrial Future 





It Keeps in Circulation 
the LIFEBLOOD of the 
Construction Industry 





OVER 6300 READERS 





Send for a copy of publicetion, complete deta, list of regular advertisers, etc. 


ONSTRUCTION 
NEWS MONTHLY 


Reporting 
CONSTRUCTION ACTIVITIES 


in Oklchoma, Eastern Missowri, | | 
Arkansas, Western Tennessee, 


Mississippi and Lowisiana 
ee a ecko Ge ee ee a. ow e 











Dial Type 
ADVERTISING 
THERMOMETERS 
3 Sizes: 7°*-11""-15"" 
ALWAYS TIMELY 
—EFFECTIVE 


tion would be to send you an old $22 Se. Michigan Chic 


Since the Market Data Book Number 
s placed in a handy spot neor my 
desk, you will find that over a period 
of time it is referred to quite often 


The best way to show my apprecic 


copy with all the thumb prints prov 
ng how often the pages hove been 


turned 


—Arno CO. Witt 





AD SCRIBE, North Canton, 0. 











FOR 5! YEARS the leading doily 
newspaper of the steel and metal 
industries. More than 250 com 
panies selling to these industries 
are regularly advertising their 
products, services and equipment 


American Metal Market 


Daily Since 1899 


18 Clift St. New York 7, N. Y 








How to Get Your Foot in the 
Door of a Tremendous Market 


You ‘ king a OPPORTUNITY 
TT vast woodworking 
with its thousands of plants, pr 








than 5000 different items 
theld tn this wealthy 
woon PRODI rs Its 
ti ‘ culat ’ caches 
f the leading firms 
radership is inten 
aif cause st k is th bible’ 
amd voles ’ lustry itself 


if it's WOOD, you could—with 
WOOD PRODUCTS! 


or imposing 


»f subscribers 


IND ADVERTISERS 


(hasbeen 


343 S$. DEARBORN, CHICAGO 4 


lis 








may have been jac ked up 

Avoid showing progressively in 
creasing discounts with increasing 
quantity of purchase The smaller 
market outlets will feel at a distinct 
disadvantage because in all probabil- 
ity they can never buy in the larger 
quantities 

By no means show discount rates 
of sales representative, distributor, 
and dealer on the same price list. Have 
a list printed for each group. These 
lists then become useful to the repre 
sentative in his sales to the distributors 
or dealers. The manufacturer can sel- 
dom hope to control foreign retail 
prices on his product. There are too 
many variables entering into landed 
cost, and customary mark-ups in the 
various territories differ. 

In addition to your help in pricing, 
your agent is entitled to prompt service 
im the shipping of orders (and even 
priority shipments when justified). It 
is also the manufacturer's responsibil 
ity to see to the speedy adjustment of 
laims, making of repairs and ship 
ment of parts 

With some products it is well to in 
clude certain replacement essentials in 
the foreign purchase price and have 
them shipped with the unit. It is very 
difficult ever to ship an artic le back 
to the factory for repair or adjust 

from a foreign country. An 
verwhelming amount of government 
red-tape is usually required for this, 
plus high transportation costs. 

Your agent is entitled to coopera- 
tion from you in his sales promotion 
program, not only in the obtaining of 
new business, but even more so in 
sustaining the promotional program 
with established outlets. The most help- 
ful merchandising aid is to have the 
company’s catalog or catalogs printed 
in foreign languages. (Many start out 
with Spanish editions). But if the cost 
may not seem warranted, then a few 
language folders 


smaller foreign 


should be produced—perhaps with the 
help of your advertising ageny work 
ng with your export firm 

But even though the manufacturer 
does not have much foreign language 
material to offer, it is very profitable 
to send out English copy. Literature 
of all kinds 
mestic sales bulletins, house organs, 
ill will be enthusiastically received, 
even though read with considerable 
difficulty. This promotional material 
goes out under the direction of the 


display materials, do- 


export agent 
(n arrangement covering costs of 


these services must be included in your 
agreement. If the agent has a traveling 
man, part of his duty in behalf of 


your account, in addition to selling 
and checking the foreign outlets, 
making adjustments, should be to 
make suggestions as to better sales 
methods, display of merchandise, and 
the best use of company promotional 
materials. 

Manufacturers often overlook send- 
ing out institutional data to their for- 
eign outlets. They assume that they 
are as well known abroad as they are 
in the United States. Generally only 
the most thoroughly advertised of 
brands and trade names can be re- 
called by foreign merchants, even of 
commodities in which they may deal. 

It pays to provide institutional data: 
the importance of the factory, its place 
in the industry; its superior facilities 
and machinery; the modern plant and 
number of workmen; outlets and sales 
position in the States; history of 
growth. The information is invaluable 
to both the export agent and the for 
eign outlets in obtaining new busi 
ness 

If a manufacturer is making a 
switch to a new agent he must be wary 
of the “new broom” approach. Have 
anv cancellations of existing accounts 
first subject to the manufacturer's re 
view. A canceled agent who feels that 
the action was unjust can do infinite 
damage to a product’s good name in 
the territory. Even though the agent's 
sales are low, have your export people 
investigate thoroughly conditions in 
the country, and try to give encourage- 
ment and an additional trial period 
after final warning before making a 
new appointment. 

Exporting is easy enough, and can 
be profitable Through careful selec 
tion of your export agent the basis 
of an additional division to your busi- 
ness can be developed Be exacting 
in your criteria for selection. Examine 
several agents before de iding. The 
success of your exporting program de- 
pends much on this decision. 

Select if possible an agency that 
specializes. Insist on “know how” and 
intelligent service. Lay down the dis- 
count schedules. See that they are ad- 
hered to. 
ficient service to the 
tomers; see that they get merchandis- 
ing aids. Watch the agent. Keep him 
on his toes. What you are entrusting 
to him can wither and die, or can 
branch out, and bear 


Cooperate in giving ef- 
foreign cus- 


grow strongly. 
prime fruit. 
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NEW Data Advertising 


on Media 
The following changes in business pa- "| 
per specifications have been announced 
since the Market Data Book number of BEC USE 


Industrial Marketing went to press 


American Builder | 1. Indispensable Service = | 1. Indispensable Service = 


New rates, now effective . 2. Technically Trained Editorial Staff 
w age 


os |6Pan Vi, Page 


$750 $420 s290 3. A $20 a Year Subscription Price 


690 0 200 

Few magazines, business papers or other 
wise, have so unique a position with their 
et phe readers as does the 45 year old special service 
: ~ rendered through Trafic World 
Eastern Construction Digest Trafhe World's staff of fifteen full-time Trattic World is America’s 
editors go to any expense and expend every only weekly transportation 
possible effort to provide the 40,000 transpor newsmagazine (‘subscriptions 
tation men who read Trafhce World each week $20 « year; renewals 89%; 
62.50 17 on with the latest and most complete over-all circulation ABC). Let us give 
12 7 2.50 9 transportation news picture, based on actual you specific market facts on 

developments as well as their observations specitic products. 


Lumberland 
= TRAFFIC WORLD 


Times Page 16 Page 14 Page 


$85 $65 $45 CHICAGO NEW YORK WASHINGTON, D. C. 
“w) 418 S. Market Se. 122 E. 42nd St. 815 Washington 
Wabash 2-2882 Oregon 9-3188 Sterling 7325 


660 50 250 


olor: One standard color, $150 extra 


New rates, effective now 
Page bo Page 
$75 $52.50 


6 BD oO 
70 90 10 

Color: $35 extra per page ( publisher's 

hoice), $40 per page advertiser s 


chore 


Modern Industry 
New rates will be effective Jan. 15 
1951 


Times Page % Page 1% Page iS your problem 


l $HRHI $180 $260 


6 BOO Ww) 00 

12 720 OO 2°0 different . eee 
Color: $125 extra per color. Four 7 

process colors, $360 extra 


Modern Machine Shop your product 


New rates, now effective 


Times Page le Page . 
| $215 $107.50 $53.7 hard to dramatize 
, 195 102.50 3.75 


185 750 5125 in an exhibit 


Standard red 1) extra per 


Oil & Gas Journal 
New rates, effective Oct 
| or more pages, per page 
6 or more pages, per page 
ij Of more pages, per page 
= fenders ang seein ~ phone EASTGATE 7-0100 or write 


26 or more pages, per page 


Traffic World GENERAL EXHIBITS 
soar <3 yeaa «ly - AND DISPLAYS, INC. 


Times Page ly Page 
:. a 2100 NORTH RACINE AVE. 
“ — : ~ CuICaAGO. 14. fb CSTs 
13 285 165 
Second cover: | time, $475 DESIGNERS AND BUILDERS... NATION-WIDE INSTALLATION 6ERVICE 
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On the Pole 
On the Ground 
In the Plant 
In the Office 


Telephone men beep up 
with what's new in tele- 
phone equipment and 
supplies and the 
lotest wrinkles in con 
struction and mainte 
nance through the col 
umas of FORTNIGHTLY 
TE' EPHONE ENGI 
NEER 


Millions of dollers are 

being povred into the 
telephone industry by the government as ao 
result of the recent y passed Rura! Telephone 
Act. Loons are being made to telephone 
companies for extending or improving serv 
ce to rurol creas ot 2°% and for terms 
ranging up to 35 yeors. The next three or 
four yeors will see more money spent by 
telephone companies for new equipment 
construction. et than in any like period in 


telephone history 
This entire market can be developed 
through 
FORTNIGHTLY 
TELEPHONE ENGINEER 


Write for sample copy ond rete cord 
7720 Sheridan Rood @ Chicoge 26, Hilinols 





Here's How IDEAL 
MODELS «- 


17251 Moran Ave. 
Detroit 12, Michigan 


MODELS COMPANY 


Ansul’s Publicity Break 
Continued from page 37) 
March of Time playdates, we notified 
sales personnel in the affected areas, 
either by long distance telephone or 
telegram 
10. Our postage meter stamp which 
had advertised our home town as the 
nation’s fireplace, was changed to 
read: “See March of Time's “Where's 
The Fire? 


guisher F 


starring Ansul fire extin 


ll. Our Canadian distributor, Le 


tt Safety Ltd., initiated a prize con 


special press releases were pre- 
pared and slanted for particular pub 
lication. An industrial release, with 
photographs, went to 200 trade pub 
licatons, stressing the fact that the 
dry chemical fire extinguishers so 
widely used in that industry would 
be seen in action in the March of 
lime movie. 

Another release, with pictures, went 
to every weekly and daily in New 
Jersey, playing up the fact that a New 
Jersey volunteer fire department had 
been featured in the film, and that an 





ANSUL’S POST- 
AGE meter was 
changed to pro- 
mote the film pub- 
licizing the com- 
pany’s fire extin- 
guisher 





est in cooperation with Twentieth 
Century-Fox, distributors of March of 
Time, offering theater 
first prize of $100 for the best fire 


managers a 


prevention lobby display arranged in 
connection with the film. An Ansul 
1)-pound dry chemical extinguishet 
was offered to the fire department 
mssisting the winning theater Lesser 
msolation prizes were offered, too 
12. We 


distributors to 


asked our sales offices and 
urrange, wherever pos 
for lobby displays of Ansul ex 
inguishers in theaters where the pic 
ture was to bye shown 
We asked our salesmen to 
hase tickets and pass them o 
customers and prospects 
Lt. We 


s tor tire 


urranged for special show 
department officials and 
thers interested om tore prevention 
Special previews were held in Pitts 
burgh and Boston for distributors and 


We also 


trstributors ind sales 


provided to our 
offices the 


na of Twentieth Century-Fox dis 


customers 


inagers in their areas 
ould make their ow: 
if necessary tor play 
ind previews 
Meanwhile. K&E was busy with 
publicity part of the promotior 
\rrangements were made to take 
i pictures of the camera crews u 


near Trenton, N. J 


i Ansul personnel was 


and to see 
photo 
These 


petures turned out very well and 


raphed with the directors 


were distributed to the press ilong 


th stills from the picture itself 


Ansul extinguisher had put out a fire 
with dry chemical that the volunteers 
couldn't put out with water 

\ third release went, with pictures 
to every daily and weekly in Wiscon 
sin, play ing up the fact that a Wiscon 
sin-made product had been featured 
in the film and mentioning Ansul by 
name. This received wide play 

March of Time, 
uled several preview showings at its 


theater in New York, agreed to write 


whic h had ™ hed 


to some 50 editors of trade publica 
tions in the city to see the film. One 
of these editors, a member of a volur 

teer fire department on Long Ishand 
was so impre ased with dry chemi al 
during the that he tried to 


have his own department obtain our 


picture, 


extinguishers. At this time, a sale 


uppears likely 


Releases to Customers 


Acting on the theory that et iployes 
of Ansul customers who include 
such industrial giants as Ford, Ger 
eral Motors, du Pont and many others 

would be interested in seeing in 
action the extinguisher that helps pro 
tect their plants, K&l 
press releases to the house org 


With each re 


lease went a note to the editor point 


distributed 
ins of 


all Ansul customers 


ing out that an employes familiarity 


with, and confidence in, the Ansul ex 


tingusher would make him a better 
potential fire fighter for his « ompany. 
As a final piece of publicity promo 


tion, K&E also notified Phile« 


that a Phileo radio repair man was 


( orp 
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featured in the film and ‘that in one PERE RSEREROSECESLECE SEES SESER ELEC ELE LE LEC L ELLE LEE ES ES 


icicse=: | ZorComplele Coverage 


March of Time will be playing e OF THE 


theaters all over the country for the 
next three months. Each time K&Fk Bi | « p | 
. 
Annual Steel Mill Market 


scene, his Philco poster was showing 
As a result, Philco publicized March 
of Time from its angle among its 


dealer and trade publications, and 





TUUTToosses 


receives a list of playdates it sends 
out a release to the newspapers in the 


city or town in whch the film will 





play. Then, it follows up by sending 
another copy to the manager of the 
theater where the picture is booked, 
asking him to use his local contacts 
if any, to get the story published 


Here's 
, : Your Best 
Using ‘Classified’ havertising 


‘ZEEE EERER ELE EES Se eee 


Write for New 
Continued from page 94 N.1L ALA. 

> ; Buy! ° Sales Presentation 
distributor—and becomes a known 


prospect, perhaps a customer 7) F, 
From the standpoint of the dis- v4edgi AND teel 


tributor, his listing assures him that 

prospects cre ated through Thor adver 

tising will not be misdirected into com : ENGINEER 
petitive channels. From the standpoint ; : 1010 EMPIRE BUILDING 
of the manufacturer, this insurance . PITTSBURGH 22. PA. 


SESS SESSSOCCSOSOQCOGGRQe SRE SRS RRR ERE Ee ee ee ee 


against misdirection of buyers builds 


good will among distributors and helps 


keep them aware that the company 


="fromstine and bene hen =o. PROTECT YOUR EXHIBITS! Ship via 


With competition as severe as it 18, 

this is a big factor in holding the 

company s sales organization together HT MEF CAN Padded Van! 
Independent Pneumatic has been 


ng this telephone directory plat T 
the Thor line for ral his Libbey - Owens - Ford 


seve ve 


Thor trade-mark and list of dis glass display rode from Teo 


‘ i - are 
ede to allas a Ne e rae 
butors and jobbers appears in near led Dallas in a rth fara my 
R , American van; arrived on time ‘ 
} we eee ee mn She Compan) and in perfect shape Hun ber Bee Ph io fru 


heleves has onlw « cher « 
pene it ha nl ra 1 the sur dreds of firms save crating 


) } ‘ , q@ 
through to include the listing in the ~ = . : 
7. . 


roug 0 (le s J the nations leading long 
classified teleph ne directory ot every distance moving organization ts = Byres 
market, so that we can eliminate the handle their exhibits. Get the 2 ay : ; 
phrase Buy it from your distrib facts! See classified phone , rh, ‘ 

4 > 


heek for your NAVL agent 


Call him tee, te meve trans 


itor in our trade ads. and we can 
nsert, instead Look in your classi 


: ferred personnel, office of 
telephone directory under “Ele 


plant equipment lt costs no 
tric Tools” for the name of your neat mere to enjoy this superior 
st Thor distributor Meh, Asweslens easoles 

Then we can tell the distributor that 


every Thor ad directs the buvers . 
stral ht ‘ im yy . 
traight to | Sy Hecpruc srocnure JPEE: 


7 New! “How to Move Trade 
Show Exhibits” full of prac 


A. O. Smith Names Moser, Case tical pointers. Ask your NAVI 


agent tor free copy or write 
William G. Moser has beer Ippomntes 


eastern sales manager and Newell NORTH AMERICAN VAN LINES, INC. 
western sales manager, for A. O . Dept. IM4 & Fort Wayne, Indiana 
th Corp., Meter Div., Milwaukee America’s Leader in Long-Distance Moving 
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READ BY MECHANICAL ENGINEERS 
THROUGHOUT INDUSTRY 
A publication (month 


ll —_ 
vy) wh readerwhip 


penetration to eng ' . ‘ 
neers who have the . ’ 
real mecherice > 
spensibilitie NOW 
+ reechet monoge 
ment, design, produc 
©. power and other 
engineering factors in 
adustry |t offers real 
avality circulation 
wrrently eppro= 
mately 33.000 Net 
Paid, and broad en 
gineer contact which 
annot be dup! coted 
o1 @ group by any 
ther rculation 


Monthly 


THE COMPLETE BUYER'S GUIDE 
FOR MECHANICAL ENGINEERS 


reference 
oh ny 





The ne 
boot (annua 
nevres thot the oe 
sertial data n you 
du de reod''y 

a the 


"dustry + 


equipment 
Annual set 


Rates and information upon request 
Published by 
THE AMERICAN SOCIETY OF 


MECHANICAL ENGINEERS 
29 Weet Pith Street New Yort 16. N.Y 








Tool Firm Promotes 


b. J. Gebhart has been named manager 
of the market requirements department 
of Henry Disston & Sons, Inc. manufac 
turers of saws, tools and steel, Mr. Gebhart 
is «a regular reader of The Wall Street 
Journal. Like most men everywhere who 
are getting ahead in business he finds 
The Journal back 


ground for important decisions 


provides necessary 





ddvertisement 


Employe-Public Relations 


Continued from page 74) 


a bright and readable journal pub- 
lished in New York by Chase National 
Bank at 18 Pine St. 
Stuart Gorrell with a tremendous ap- 
what people like to 


and edited by 


preciation for 
read 

Here is the kickoff to an article 
called “Florence and Vicky in Fash- 
ionland,” as it appeared in a recent 
Correll’s “The 


issue ot magazine 


Chase” 
‘In an alluring atmosphere of or 
lerly confusion at 498 Seventh Ave., 
the firm of Henry Rosenfeld, Inc 
out some 2.500.000 dresses a 
r. Their simple elegance and clas 
sic style are the envy of competitors 
the moderately priced ladies’ cloth 
ng field. And Henry Rosenfeld, Inc.., 
s an esteemed customer at Chase's 
Times Square branch . . . Yet to the 
f the branch’s staff 
this firm is just a name, an abstraction 
There is little other 
bank em 


iverage member 


on a document 
tangible connection for a 
plove. But recently, to remedy this in- 
evitable situation, two girls of the 
Times square staff paid a brief visit to 
Henry Rosenfeld’s headquarters 

Dodds and Vicky D’Ettore 


through the entire 


I loren¢ t 
were conducted 


plant, from showroom to cutting 
room.” 

There followed 
formal! picture report of the sights the 
two bank girls saw the people they 
met. the things they They 


went back to the bank, having touched 


’ 
an intriguingly in- 


learned. 


base with people who had been only 
It would 


complishment if only these two girls 


names have been an ac- 
had witnessed an activity with which 
their own work was linked. But Edi 
pr »perly that 
many other girls in the bank would 


like to make if only 


through the pages of his magazine 


tor Correll reasoned 


such a visit, 

This is what is known in the craft 
1s an end-product story, and its utility 
is even more apparent in the industrial 
plant, where a worker may contribute 
an apparently 
toward the 


only a small part, of 
ninor twist of the wrist 
completion of the whole. Employe pub 
catbons ire using end product ma- 
terial in greater quantities than ever 
before: the sales files of any company 
ure usually a heartening source of sup- 
ply. That employes are interested in 


this sort of reading matter has been 


established time and time again, in au- 
thoritative opinion polls and in infor 
mal conversations with employes. 

In earlier paragraphs, some refer- 
ence was made to the common ob- 
jectives of the man at the bench and 
field This 1s 


simply another example of it. If we 


the salesman in the 


expect to earn and to hold the interest 
and loyalty of employes, then we must 
be particularly sure that they are made 
to feel, in all ways, a part of the com 
pany. It isn’t done by stifling a 
natural interest in the end use appli 
cations of the things with which they 
deal every day. It's done by giving 
every employe a clear, complete and 
continuous look at the fruits of his 
and he wants 


labor. He’s only human 


to know. 


IN THE WIND 


Bonds on the Line 

Plant employes have been sub- 
jected to many quality campaigns. It 
has been pointed out repeatedly that 
the customer is boss, that the com- 
pany cannot produce poor quality 
products for very long and still sur- 
vive, that quality is every man’s re- 
sponsibility. But not too much hap- 


pens, actually, until somebody hears 
the rustle of the currency. Put quality 
on a contest basis, with prizes, ana 


quality is sure to rise. It's 
tough. but it’s a fact. 
Kaiser-Frazer, Willow Run, Mich., 


has backed up its quality contest with 


pretty 


savings bonds as prizes. Contestants 
supply poster suggestions on the qual 
ity theme, write brief essays, and gen 
erally contribute to heightening em- 
ploye awareness of the need for qual 
ity. The campaign got a good kick 
off in “K-F News,” the 
tabloid edited for em- 
ployes by Robert F 


Build Yourself a Boat 


Inland Steel Co.. 


sponsoring an employe contest, open 


bi-weekly 
newspaper 


Dawson. 


Chic ago, also 1s 


to Inland employes and their children. 
The assignment is to build a model of 
the company’s giant new ore carrier, 
the “Wilfred Sykes,” 


to the announcements, the contest is 


and according 


not for expert craftsman only. 
What makes the contest more than 
passably interesting is that awards are 
being made neither in cash nor in 
bonds; the prizes are shares of Inland 
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common stock, ranging trom 25 shares SOs 
for the first prize down to a single 
share 
Shares of Inland were chosen, ac- 
cording to the company, for two 
reasons: (1) they are valuable as ANOTHER 
long-term, income producing invest 


ments and (2) they make possible em REASON 


ploye participation in the management 


f company affairs 4 
mpany affair you lofr gualily wok 
Faith in the °50's WILL 


Employes generally are less in 
terested in reviews of the past than in 
predictions for the future. That's why LIKE 
the best annual reports for employes 
not only cover the year past, but give 
some inkling as to the road ahead. 
To key almost an entire issue of an 
employe publication to the future is 
unusual. It has been done, with con- 
siderable effect, by P. R. Mallory & 
Co., Inec., Indianapolis, Ind., in its 
employe journal, “Mallory Life.” The a 
publication is edited by Molly O’Dell. : photo engraving company 
The special issue covered the contri- 118 SOUTH CLINTON S&T 
butions of creative research, engi CHICAGO é ILLINOIS 
g. production craftsmanship, TELEPHONE ER . 2.6343.44-45 
sales etc., and highlighted the ways in 
which the employe was related to the 
promise for the future 


neerir 





‘Chemical Industries’ Bought 


by McGraw-Hill 4 Your 


New York —MeGraw-Hill Publishing 
( publisher of Chemical Engineering, 


has bought Chemical Industries from the / e 

Maclean-Hunter Publishing Corp., sub Cngenips Ss Inge 

sidiary of the Maclean-Hunter Publish @ Read by more coal mer- 
ng Co., Ltd., Toronto, Can. No major MEDIA AND MARKET chants — more coal sales 
executives in the coal in- 


changes in editorial policy, advertising 
FACTS FOR BUILDING Saas cer clas aa 


rates or personnel are contemplated im 


mediately. However, t was said at the | | YOUR 1950 SCHEDULES publication. 


McGraw-Hill office that Chemical In 


lustries will place its chief emphasis on CHICAGO 


Menhettan Bidg. 
, NEW YORK 
covering 84 primary markets Whitehall Bidg. 
could not be learned ~ . . Per ever 60 yours the leading 
Wellese F. Tenendiy, publidher, end specifications, rates and fournal of the coal industry 
S. D. Kirkpatrick, editorial director circulations of the 2,400 busi- en - ere 


Chemical Engineering, will serve in the 


same capacity on Chemical Industries ness papers serving U. S. and MAGAZINE CLIPPINGS 
AID BUSINESS 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
of Circulation membership, and a month- . ei: : mation in the operation of business. 
ly circulation of 10,384 It; ‘als 1 mem leading publishing ope Used by busi ee and 
ss . ’ ateaarenemge : : their advertising agencies for collect- 
ber of the Associated Business Publica tions .. . in your ing editorial publicity, for maintain- 
tions. Base advertising rate, for one page — nw Ge - TF 
B&W. one time, is $230. Chemical In 1950 INDUSTRIAL MARKET and for developing sales prospects. 
dustries was founded in 1902 00 Booklet No. 50 Clippings Aid Business 
The Maclean-Hunter Publishing Corp DATA B K Booklet No. 60 Magazines Read by Bacon's 


also publishes Rock Products, American NUMBER CON’S CLIPPING BU 


Hairdresser and Inland Printer, Chicago. 343 So. Dearborn $., Chicago 4 


... see the 498 pages of data 


news hereafter, and that it “may be pub 
lished with greater frequency.” Whether 


this means weekly or twice a month 











The editor of Chemical Industries is : F 
Robert L. Taylor, with W. Alee Jordan | | Canadian industry — and the 


serving as busi ess nanage . 
ved ee wt factual presentations of 200 


Chemical Industries has Audit Bureau 
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Of the light construction industry 


Success likes to rub shoulders with Succe S88, 
That's only human. And adve rtisers are human. 
lo sit next 


They like to he ai good company es a 


to othe r adve rtisers who have arri ed, That's why 


practical builder today is the Social Register 


of top-tie r companté S v7 the light consti uction field. 


That's wh y adve rtise rs-in-the -know are proud to show 
their wares in this, the Blue Book of the industry. 
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Mechanical Supervisor 


Are titles a measure 
of industrial buying power ? ! 


It you want to know who swings the weight ir > industrial salesmen employed by 135 leading 


lar plant in buyit your product, a your ywdustrial distributors throughout the United States 


men. They / 


par 
i partic 


No one knows better than the salesmen themselves 
_ en as it . 
ing pattern as i va them make 


They know that f// don t n ro sales. That's why MILL & FACTORY foday first m 


where your advertising should go to hel; 


this tor yourselt by « ) son vo ts held / rast majority t readership surveys 


own salesmen s Ir Ors ou ii ndreds of PPE dd ’ dust di markets am ¢ fheir customers 


then Hlere are 


Get the complete story all che reasons why your 

advertising dollar goes tarthest in MILL & FACTORY. 

W rite to Conover-Mast Publi 

catnons, Inc O5 East 42nd 

Se New York 737 No Vi 

Michigan Ave., Chicago 4 I| E: 

Leader Bldg Cleveland } ! 4 dCtor > 
8 Wilshire Blvd Lo Ui 

Angeles 46; 455 Rheims 


men uf 4? silidi "NK ; 4 Pidi ” fet Place Dallas 


Mill & Factory 


° 
INDUSTRY'S KNOW HOW MAGAZINE 


f Management, Maintenance and Production 





A Conover-Mast Publication 





